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Now ou Can Feature Perfect Health Shoes 





Because the future of your business is important to you, 
you must be seriously interested today in shoes which are 
more than just shoes; in shoes which have exclusive and 
provenly scientific health features as well as attractive 
style. You know that such shoes are easier to sell, are 
more convincingly sold and invariably produce the 
greatest good-will and the highest percentage of repeat 
sales ... Arch-Smith Shoes—the perfect Health Shoes— 
have gone through the stages of research and experiment. 
Now they are instock ready for progressive, foresighted 
merchants. With Arch-Smith Shoes you can establish 
leadership and increase profits—and build strong for 
tomorrow . . . Investigate this revolutionary 


line thoroughly. Stay Ahead of Competition. 


4 l, Si tl, y ) l e 
No. 1502, Black Calf 
No. 1602, 88 Tan Calf 
AA, 8 to 12; A, 7 to 12; B, 6 to 12 
C and D, 5% to 12; E, 6 toll 


$600 











FORM- -DESIGN 





Arch-Smith Shoes are designed and built under 
government patents exclusively by the 


J. P. SMITH SHOE Co., Sangamon and Huron Sts., CHICAGO 


ARCHSMITH SHOES 


The Only Shoes with Live Spring Action —Wings for Walking 


q 
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l Arch-Smith Smartly 

Styled, Scientific 
Balanced Lasts in- 
sure correct Body 
Posture. 


y) Arch-Smithconstruc- 
tion follows the ex- 
act undersurface of 
the foot. Gives natu- 
ral support to the 
entire foot structure. 


8 Arch-Smith light, 
Metatarsal Control 


protects the Meta- 
tarsal Arch. 


4 Arch-Smith Con- 
struction puts Flex- 
ible, Live Spring 
Action beneath the 
Inner Longitudinal 
Arch. 

5 Arch-Smith Con- 
struction provides 
Firm Support for the 
Outer Longitudinal 
Arch. 

6 Arch-Smith specially 
designed, Broad 
Shanks hold the 
Transverse Arch 
permanently in nor- 
mal position. 








When writing advertisers please mention Boot and Shoe Recorder 





Vol. CVII, No. 9 


BOOT AnD S 


May 6, 1935 


RECORDER 


VOICE OF THE TRADE 
aa 


I ive viewpoint of the shoe trade 
is that the NRA has reached a 
stale period just prior to its demise 
or its resurrection; and broadly 
there is not much concern either 
way. The shoe and leather indus- 
try has asked of the codes very 
little, requested no price-fixing or 
stabilization plans, wrote in no 
golden rules and virtually accepted 


+E'S IN A COMA wale 
? 


it as a mandate for reemployment. 

As reemployment goes, the rec- 
ord of the industry is one of the 
best in the country. In shoe manu- 
facturing, prior to the codes, 179,- 
000 people were employed. In 
1933, under the codes—192,900; in 
1934—203,500. This increase of 
approximately 13.1 per cent since 
1932 has been caused by shortening 
of hours under the codes; and to 
some extent have increased produc- 
tion. But major credit must be 
given to the hour-clauses in the 
code. 

The tanning industry, in similar 
fashion, shows an increase of from 
10 per cent to 12 per cent in labor, 


employed because of the shortened 


hour schedule. Prior to the code 
42,000 men were employed; under 
the codes an additional 6,500 were 
employed. 

As we said in the preface, it’s a 
50-50 shot on whether or no the 
codes should continue. Those ad- 
vocating it are not very articulate. 
Those opposed to it are the cham- 
pion loud-speakers of the day. 


rs Cox-Rushing-Greer Company 
of San Angelo, Texas, way out 
in the sheep and cattle country 
where boots are boots, ran a jingle 
recently in a quarter page adver- 
tisement. It was written by H. P. 
Yorke, says Raymond King, shoe 
buyer, and reads: 
“Boots! You’ve shuffled through the 
scrub, 
Turned cactus, thorn and burr; 
Shined up, you’ve glorified my feet 
While riding out with Her. 
I wasn’t born awearing you, 
But when I’m laid away; 


I hope to be awearing you 
To tread the Milky Way!” 


* * * 


Tt Washington Herald — “An 
American Paper for the Ameri- 
can People,” scores another shoe 
trade accolade in a Foot Health 
Section that appeared Monday, 
April 22. 


( jai 
\ 
\\\\\ Wo 


The title page was dominated by 
a magnificent Springtime picture 
and quotations from Lord Byron— 
“She walks in beauty.” 

The merchants of Washington, 
D. C., cooperated with advertise- 
ments, the paper was generous with 
its pictures and text and the Amer- 
ican public is the better off for the 
advice, counsel and selection’ of 
new shoes in Foot Health Week. 


* * * 


RAFTING the second toe of 
a patient’s right foot to the 
patient’s right hand, to replace an 
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accidentally severed finger, is the 
work of a Russian surgeon who 
says: 

“The results were entirely satis- 
factory. The patient can now bend 
his new forefinger at will.” 

In other words, he can thumb his 
nose with his toes. 


aravice 
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OMPLAINTS—how do you re- 
gard them? 

Thank your lucky stars for 
people who complain. They are 
the customers who are helping you 
to be a better merchant. They may 
cause you agony of mind; their 
complaints may seem trivial; their 
attitude exasperating, and all that 
—yet there is every reason why you 
should feel grateful to them. 

The only way you will ever know 
the weaknesses of your organization 
is to have them revealed to you by 
the people whose patronage you 
seek to hold. 

One of. the costly tragedies of 
business is the customer whose dis- 
satisfaction remains unexpressed— 
the person who simply walks out 
and doesn’t come back. 

On the other hand, the person 
who “kicks” and fusses about your 
service—who raves and _ storms 
about the quality of merchandise 
purchased from you—is doing you 
a real favor. 

As commonplace and trite as this 
reasoning may seem, it is surpris- 
ing how many merchants there are 
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who look upon complaints as 
simply a source of annoyance. 

They see back of each complaint 
not only a “grouchy,” inconsiderate 
individual when instead they 
should see a person who is doing 
them a service. 

eThe right attitude toward com- 
plaints — tolerance, sincerity and 
energy in running them down to 
their source, and a disposition to 
change the conditions which cause 
complaints—will do more to help 
a business function properly than 
anything else. 

Fortunate indeed is the merchant 
who succeeds in cultivating in the 
mind of everyone in his organiza- 
tion the right mental attitude to- 
ward complaints. 


From “The Pick-Up.” 


* * * 


REYNOLDS CROOK, who 

+has sold shoes for Hoge- 
Montgomery Company of Frank- 
fort, Ky., for 29 years, says: 

“I have a deep conviction that 
the time is ripe, when, by a con- 
certed action on our part, the shoe 
business of America can be _ in- 
creased far beyond our expectation, 
and the health of America be 


greatly improved. 





—%  OK.- BUT CAN IT BE DONE 
Q! vane SITTING 2 5 








“The automobile has affected 
every phase of our civilization. 
The effect which concerns our pro- 
fession most is that it has reduced 
the shoe business to the extent of 
making sitters of our Nation, which 
should be up and walking. Our 
shoe manufacturers should be con- 
gratulated on the progress they 
have made in the art of corrective 
shoemaking, because they lead the 
world. However, they will never 
reach the point of perfection to 
which they aspire until an influence 
is brought to bear on the consumer 
that will induce him to do more 
walking, which is nature’s way for 
the cure of foot ailments. 

“May I suggest that the National 
Shoe Manufacturers Association 


and the National Shoe Retailers 





« 


"BOOT AND 








The Purse 
of the People 








—Our sister publication, The lron Age, 
has just released the first of a series of 
rotogravure visualizations of the eco- 
nomics of mechanization. 

—Only two per cent of our people have 
incomes of $3,000 per year or more. 
—This two per cent has but little effect 
upon your or my present or future status 
in the great social and economic scheme 

of things. 

—But the ninety-eight per cent whose 
income is less than $3,000 per year is 
the group that must be offered the in- 
centive of a wholesome standard of living, 
if we are ever to attain a new prosperity. 

—tThis research presents a vivid picture of 
yesterday and today and deals with a 
subject that is of vital interest to every 
one of us. 

—If any reader of the RECORDER desires 
a copy of this brochure, a note to me will 
bring you a copy pronto, and with our 
compliments. 


eg = 


President. 





Association join in raising a fund 
to tell the American public the wis- 
dom of more walking. If through 
the newspapers, magazines, and 
radio the public could be im- 
pressed with the benefits they 
would derive from more walking, 


the shoe business would increase - 


in leaps and bounds, or in shoe 
parlance, step by step.” 


* * * 


B yres-coane pelts for making 
leather—hoth sole and upper, 
will probably be scarce for 1935, 
as compared with former years, for 
the AAA reports that cattle are 
fewer by 7,600,000 head or 11 per 
cent; and hogs are fewer by 20,- 
000,000 head or 35 per cent; and 
sheep are fewer by 2,400,000 head 
or 5 per cent. 

As for goats, there are no figures, 
it being that practically all goat 
and kid skins are imported. By 


reason of the rise in silver, goat 
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skin brokers in the silver currency 
countries like China, are asking 
about 5 per cent more for goat and 
kid skins. 

Gerald B. Thorne, director of the 
AAA Livestock Division outlining 
the changes undergone by the live- 
stock industry during the past year, 
says: 

“The reduction in livestock num- 
bers was due to the drought and 
the Government’s policy of bring- 
ing farm prices into their pre-war 
relationship with other commodi- 
ties. If the feed-grain supply 
should be relatively large at the 
end of 1935, there will be the be- 
ginning of another major upswing 
in livestock numbers, leading to 
low prices and another period of 
liquidation.” 

He makes no specific suggestions 
for meeting the threat of unbal- 
anced production, but he calls for 
clear recognition of the probabil- 
ity that uncontrolled production 
will mean a return to price levebs 
lower than the farmer can stand. 


% * * 


Y KRADETS of the State Boot 
Shop, 2757 Milwaukee Ave- 
nue, Chicago, warns merchants 
against the following trick: 
“Not long ago a young woman 
bought a pair of shoes in his store 
and paid cash. A few weeks later 








she came to his store and bought 
four pairs of shoes for herself, sis- 
ter and mother—and paid him with 
a check. The check was returned 
—worthless. Mr. Kradets feels 
that this woman, and no doubt 
others, are using this method to 
secure merchandise, and inasmuch 
as this was his first experience, he 
would like to put merchants on 
their guard.” 
* * * 

TEPHEN J. BROUWER of the 

Research Foundation, Milwau- 
kee, Wis., says: 

“Tn all the years I have been tak- 
ing the Boot anD SHOE RECORDER, 
I do not know of a year in which 
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you have had as many helpful and 
stimulating thought - provoking 
articles as in the RecorDER this 
year. 

“As a shoe retailer anxious to 
see the entire shoe fraternity move 
out from being a_ destructive 
agency to a constructive agency 
in the health of the nation, 
| want to thank you as one of the 
men who are a vital part of the re- 
birth of the shoe men of America. 

“Only yesterday a young man, 
who is going to start a new shoe 
store, sat in my office and I talked 
with him for two hours on the chal- 
lenge to the shoe business of the 
future, and this young fellow, with 
his face all lighted up, seemed to 
catch a new visior® of the possi- 
bilities of what a young man could 
do in the next decade to make 
American citizens healthier and 
happier through footwear that is 
both beautiful and scientific.” 


* * * 


ENRY V. WETHERBY, in 


charge of all arrangements for 


the California Shoe Retailers’ Con- 
vention, June 10 to 12, in Los An- 
geles, says: 

“Arrangements are now under 
way to secure the advisory fashion 
service for the convention of Holly- 
wood’s leading designers. Adrian 
of Metro-Goldwyn-Mayer, Travis 
Banton of Paramount, Orry-Kelley 
of Warner Bros., Bernard Newman 
of RKO, designer of all costumes 
for the sensational ‘Roberta,’ and 
Howard Greer, who dresses, among 
other world-famous stars, Kay Fran- 
cis, Constance Bennett, Norma Tal- 
madge and many other stars and 
socialites. All of these designers 
are now being contacted by us. We 
feel certain that they will be only 
too eager to respond. These men, 
costuming the stars for future re- 
leases, must always be months 
ahead of the current mode. Nat- 
urally, their counsel should prove 
invaluable in predicting the Fall 
fashion trend. 

“All members will also be eager 
to visit the San Diego World’s 
Fair, 135 miles south of here, over 
a road which has been compared by 
world travelers to be the equal, if 
not the superior, of the famous Cor- 
niche Road on the French. Riviera.” 
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UBBER checks are not limited to 

customers for we get word from 
Milwaukee that a clerk is working 
the racket. One of the stores there 
gave him temporary employment 
and he proved that he was thor- 
oughly acquainted with the shoe 
business. After two weeks in the 
employ of the concern, he forged 
the name of one of the department 
managers to a check and cashed it 
at the neighborhod drug store. He 
then left town for parts unknown. 


* * * 


/ os this down in your little 

leather-bound diary,” says H. 
A. Ely, Boston leather economist 
and representative of A. F. Gallun 
& Sons. “Retail prices, under the 


present administration program, 
will always be just three jumps 
ahead of wage and salary scales. 
The more people have to pay for 
bread, butter, milk, meat and eggs, 
the less they can pay for shoes. 
You will notice the presence in re- 
tail stores of a man’s shoe which 
retails for $3. We'll have it with 
us all this year, anyway. 

“Factories will continue to make 
it—out of something. If calfskin 
prices go up too far, there are al- 
ways substitutes. The price of that 
shoe is dictated, not by the cost of 
the materials which go into it, but 
by the inability of the merchant to 
get any more for it than $3 be- 
cause men who are pinched cannot 
afford to spend any more.” 
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Clerk: “Hey, Boss—He wants to know do you mind fitting a customer outside." 
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Plan Your Work 
And Work Your Plan 








How Robinson's of Los Angeles 


Proposes to Profit Through 





Planned Presentation of Its 
Smart New Summer Styles 





Pe PR 
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ROBINSON’S has set out to make a profit on Summer 
merchandise throughout the store this year. 

In order to do this successfully, a logical Summer 
program has been worked out in the shoe department 
and this program will be backed up by the other de- 
partments in the store having fashion wearing apparel. 

This Summer promotion is based merchandise at 
regular prices, timed to bring out the right patterns 
and materials in proper and logical order. It started 
April 15, when the pastels had their complete showing. 

The Regency Pastel Promotion came Easter week 
and included a wide variety of all shoes in pastel 
shades, as well as those made of dyeable materials in 
leathers or fabrics. Included were the linens, colored 
suedes, white Sandor cloth, striped linens, Primrose 
yellow (Chamois), and white with pastel treatments. 

Pastels were given the premier showing because of 
a very definite reason. When they were first brought 
out as a test in January the colors were found to be 
sound. There is a decided trend for color this Sum- 
mer, so naturally the department is doing all it can 
to capitalize this development. The more color sold, 
the more merchandise will be sold. The color urge is 
the outlet of feeling for youthful fashions and may be 
safely expressed in footwear. While a wonderful busi- 
ness was experienced in January on Pastels, Summer 
is the natural time for promoting these delicate tones. 

This is the picture Robinson’s will inject for May 
and June selling. The January experiment made dur- 
ing the racing season proved that women bought $14.50 
and $16.50 shoes as never before. 

Possibly this dramatization of pastels can only be 
done in a big city by a large store. With us it was a 
two weeks’ opening at the start of an intensive Summer 
shoe selling program. 

Immediately following the two weeks’ pastel promo- 
tion on this sixty-day planned shoe selling series of 


lilustrations show some of the shoes being featured in 
Robinson's Summer Shoe promotion. Descriptions follow 
the story. (See page 64.) 


By Paul Kirsh 
Manager, Shoe Department 
J. W. Robinson Co. 


Los Angeles 




























ny 
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events was the Linen and Fabric Promotion, which then 
received the full benefit of the store’s publicity. This 
came the first of May, when the weather was beginning 
to get real summery, thus causing the women to turn 
to thoughts of comfort in connection with their fashion 
shoe buying. Among the chief shoes in this category 
are the Irish linens with a Bark Tan treatment, a 
fashion which is bound to cut into the usual white 
shoes worn by smart women. 

A few years ago one would hesitate to feature fabric 
shoes, especially in a store with a clientele such as 
Robinson’s. Now women readily accept fabrics as a 
better complement to their costumes. From a style 
angle, brown and blue linens having a white accent 
will run the entire Summer season for both daytime and 
afternoon wear. Then there are the white linens and 
fabrics which dye so readily and which fit into this 
picture. 

Next in this May and June campaign comes the 
Sports shoe promotion, really the most important one, 
not only in Los Angeles but in the entire country. 
Sports are more important than ever before, so the 
store is putting a world of strength behind shoes of 
this nature. 
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.Shoes and the importance shoes play in 
bringing fashion-wise women into a de- 
partment store are graphically illustrated 
by what is happening in Robinson's. 


Paul Kirsh has done an exceptional buying 
and merchandising job in the shoe depart- 
ment both from a fashion and a profit 
angle during the year he has been in 
control. 


This Summer Promotion Program, built 

around the new things which are selling 

is well worth the serious consideration 
of every shoe man, everywhere. 


The general classification of sports is broken down 
into three subdivisions; active, spectator and formal 
tailored. Each. division in turn will be given due 
prominence. 

In adhering to this two months’ Summer promotion, 
all the Summer shoes will be given their turn in the 
spotlight because basic shoes are included in these gen- 
eral groups just as much as are the extreme high fashion 
numbers. Simple one-eyelet pumps, sandals in open 
effects, often classed as staples, enter the fashion pic- 
ture when “put in new clothes” or detailed in keeping 
with the advanced modes. 

In Robinson’s stock set-up for May and June selling, 
and possibly through July, proportions will run: 
Pastels and Fabrics, 20 per cent; whites, leathers, as 
Gazelle, Buck, Suede and Pig, 30 per cent, and Sports 
types, 50 per cent. [TURN TO PAGE 64, PLEASE | 


The window which backed up the Pastel Group 

display was designed by H. C. Pettit, head display 

manager of the J. W. Robinson Co. The three panel 

screen is shaded from a very dark rose to a 
medium pink. 
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The ‘'Spirit of 
Achievement,'' 
bronze figure over 
the Waldorf-Astoria 


entrance. 




















S$ HOE styles came to the Waldorf-Astoria in a big 
way, with the National Shoe Retailers’ Association 
styles conference and the Tanners’ Council leather 
opening on April 29 and 30. After a dozen years at 
the Astor, the conference is transplanted to the most 
luxurious setting in America. 

When you transplant a tree, the shock of the change 
is considerable, but if the tree thrives, then you’ve 
done something. Transplanting the styles conference 
to the high-hat Waldorf was an audacious move. The 
tree blossomed out with a styles report—colorful and 
brilliant. 

The fertile soil for such a great trade gathering of 
retailers, manufacturers, tanners and men of the allied 
trade, was tilled by Everit B. Terhune, general chair- 
man of the National Shoe Retailers’ Association styles 
committee and publisher of the Boot AND SHOE 
Recorper. In his opening remarks he said there was 
a conjuncture of circumstances at the moment, helpful 
to the preparation of a styles report in view of the fact 





AN EVOLUTION 
IN FOOTWEAR FASHIONS 
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Styles Conference Stimulates 
New Trends in Designs and 
Colors for Fall 


that the coming Fall and Winter will be definitely 
favorable. Indications that natural recovery was at 
the moment stimulating trade and that it would in- 
crease with each month’s passing, made a background 
for a more ambitious style program. 

Some sixty-three tanners of leather filled not only 
the large ballroom but adjacent rooms on the third 
floor. The tanners’ outlook improves with the eco- 
nomic information grapevined the first day. One well- 
known leather man, recently returned from Paris, in- 
dicated that the stiffening of the leather markets, par- 
ticularly sole leather abroad, was the outcome of the 
war scares. Reports from retailers of March and April 
increases at retail in spite of weather, helped stabilize 
the market in upper leathers. Some merchants from 
the Pacific Coast said that with two weeks of hot 
weather prior to June, all stocks of Summer shoes 
would be depleted and reorders necessary. The belief 
that it would be a good thing to have early shoemaking 
in case of Fall labor disturbances also served to stimu- 
late interest in early selection of colors by manufac- 
turers covering first requirements of Fall production. 

But back to the styles conference. It too was held 
on the third floor, neighboring the tanners’ display. 
John Holden had arranged the room in classroom 
fashion and promptly on Monday 
machinery of style program-making was set in motion 
by general chairman, Everit B. Terhune—who after 
declaring the broad principles of trade improvement, 
introduced George H. Mealley, Chairman of the Color 
Committee, who said: 

“You are deserving of the industry’s gratitude. We 
no longer follow any country in Europe in shoe styles 
or leather, but instead American shoes and leathers are 
the acknowledged leaders. Undoubtedly, this achieve- 


morning, the 


ment has been brought about by your wise judgment 
at these conferences and I will ask you to pardon 
what might seem an egotistical statement that, along 
with your wise judgment, the improvement in American 
leathers has also played some small part. 

“In France, your well-dressed men and women are 
found in Paris—in England, they are found in London 
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—but, in the United States the well-dressed man and 
woman is found not only in New York, Chicago, Phil- 
adelphia and Boston, but in every American city and 
town. 

“You are now designing shoes for men and women 
who have become fashion conscious; who know the 
difference between correct and incorrect style, and I 
can assure you that the American tanner will produce 
for these shoes the finest leathers obtainable so that 
we can continue to boast that American men and 
women are wearing the finest shoes in the entire world.” 

Monday’s program was taken up with the meetings 
of the committees on men’s, women’s and children’s 
styles, and the drafting of a Fall forecast. 

And now for the dramatics of the Tuesday morning 
session. It has been the custom for many years to 
hold a Tuesday morning style show and fashion prelude 
to the coming season. This year’s affair brought an 
attendance well over a thousand to the Starlight Roof 
of the Waldorf-Astoria. Stars in profusion twinkled 
in the ceiling, larger stars gave the illumination in 





George Hess seems a bit pensive over the question of Fall openings 
for men. Arthur D. Anderson, Jr. is quite happy as all publicity 


arrangements go smoothly. 


Everit B. Terhune, chairman and keynoter, formally opens the Joint Styles Conference at the Waldorf- 
Astoria, as a thousand retailers assemble to discuss Fall and Winter fashions. 


* 
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blue and silver and the stars of the shoe fashion world 
were on the stage and in the audience. 

No fashion program is complete without its economic 
preface and Everit B. Terhune, as general chairman 
indicated that: “We look forward to a surge in indus- 
try this Fall and Winter, which I hope and believe 
will be the beginning of a new era of prosperity for 
our country. We have many problems to solve and 
we will have many more because we are going through 
a great social and economic revolution, but it is bring- 
ing us into a new and better world to live in and do 
business in.” 

The following then spoke: M. A. Mittelman, presi- 
dent of the National Shoe Retailers’ Association, who 
said: “We are all gathered together for one purpose— 
the social responsibility of the merchant of shoes to 
plan ahead in the public interest. Without our 
fashion forum, this industry would revert back to the 
‘hunch, hope and perhaps’ of style prediction that 
existed when there was no order in business other than 
‘an eye for an eye and a tooth for a tooth.’ We have 
changed that by holding a conference that exchanges 
an ‘idea for an idea and a truth for a truth.’ 

“So I welcome the industry in its entirety, to join 
with us in planning a new and better Fall and Winter 
season. We retailers have high hopes for next Fall. 
It was Gatti-Cazazza who said a month ago in New 
York: ‘I have been in the show business for 27 years 
because I knew that the theater is built to be full, not 
empty.’ 

“T have been in the shoe business for almost as many 
years and I say the same thing. Shoe stores are built 
to be full, not empty, and it is up to us, these two con- 
ference days, to plan in the public interest those styles 
and colors in footwear that will increase the sale of 
shoes in every store in America.” 
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Economic progress may be part recovery 
and part reform but style progress must 


be made a gradual evolution, for too 
rapid a change would be disastrous. 
Study the Fall outlook with the conferees 
who plan the styles platform for Fall and 
Winter 1935-36. Report is on page 34. 


A birdseye view of the Opening of American Leathers_in the 
Grand Ballroom of the Waldorf-Astoria. 


William Weintraub. publisher of Esquire and 
Apparel Arts, said: “The average individual who buys 
primarily for service, buys just one article. If he 
bought a second, it would be for style. In style mer- 
chandise, the buyer has less regard for the life of the 
article and discards it long before its utility is ex- 
hausted. Is America ready to buy a second item? I 
think it is.” (More on men’s fashions by him next 
week. ) 

Countess Bouet-Willaumez, of the Paris editorial 
staff of Vogue, showed the evolution of lower heels as 
a world-wide movement for comfort as well as fashion 
and her story appears at length in next week’s 
RECORDER. 

The business outlook in trade ethics, by Edward C. 
Orr, of Cincinnati, Ohio, is worthy of elaboration and 
appears in its entirety in next week’s issue. 

The Fashion Promenade, Fall and Winter 1935- 
1936, under the direction of Mr. Manuel Gerton, 
assisted by Miss Ruth H. Kerr, Mr. Frank Garside and 
Mr. John J. Holden, was a showing of Original Amer- 
ican Designs in American Leathers. Shoes by A. Gar- 
side & Sons. Furs, Costumes, Accessories by Saks- 
Fifth Avenue. Hosiery by Knolde and Horst. 

The conference acknowledged appreciation to these 
lady stylists, for their careful preparation of the work- 
sheet used as a basis for the Fashion Forecast of the 
Women’s Style Committee: Elizabeth Ambrose, Jessie 


Davies, Alice Dowd, Kate Goldstein, Ruth Harrington, 
Christine Holloway, Molly Hurley, Grace Marie Jones, 
Ruth Kerr, Helen Kozak, Dorothy Lovatt, Vida Moore, 
Pauline Morgan, Rhea Nichols, Hazel O’Brien, Marion 
Palmer, Flo Polly, Hilda Rau, Wilma Soss, Grace 
Walton, Dorothy Wilcken, Charlotte Williams, Mabel 
Winkel and Evelyn Ziniti. 

Miss Jessie Davies of Vogue opened the discussion 
at the women’s style meeting Monday. She stressed 
the importance of low heels as the most significant 
note of the season. This does not mean that high heels 
are out. Low heels are making extra business. The 
variety of heel heights means selling more shoes to 
fit various costumes and occasions. 

Miss Marion Palmer of Harper’s Bazaar read a 
fashion report from Paris which was a striking con- 
firmation of the fashion situation on this side. Paris 
also emphasizes low heels, not as a one-season flash, 
but as a trend of steadily increasing influence. Amer- 
ican interpretations of Peasant shoes have been copied 
abroad and are widely worn in gay color combinations. 
Two treatments emphasized for street in Paris shoes 
are perforations over underlay of contrasting color and 
use of Lastex for glove-fitting types. Colors accent 
reddish browns for street. Changeable color effects are 
suggested by multi-colored stitching. For evening, 
gold and silver kid take first place. 

Miss Charlotte Williams, American Woolen Com- 
pany, gave a story of staple coatings. She says the 
woolen trade is looking for a high-light color to pro- 
mote, but the chances are that colors will be more used 
in accessories than for coats. The present indications 
are black, brown, with some interest in greens for dress 


Maurice Yoskin, chairman of the Children's Style Committee, puts 
a question to the assembled group, as Walter Scott looks on with 
manifest interest. 


coatings. In tweeds brown and gray mixtures take the 
lead. This company is already selling a new (or 
revived) type of coating, distinctly heavy fleeces, to 
be used in bulky great coats and requiring heavier 

silhouettes in shoes. 
Mrs. Pauline Morgan of Amalgamated Leather Com- 
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PATENTS of invention are granted for any new and 
useful art (process). An invention is new, within the 
meaning of the law, when it is original with the person 
claiming it, and has not, before he invented it, been 
known or used by any other person in this country nor 
patented, nor described in a printed publication, in 
this or any foreign country. 

On these points rest the decisions of Judge D. J. 
Campbell of the U. S. District Court, Eastern District 
of New York, in two cases—Sbicca-Method Shoes, Inc. 
vs. M. Wolf & Sons., Inc., on Sbicca patents 1,838,708 
and 1,902,725. 

Also the case of Fred Maccarone and Del-Mac 
System Corporation vs. Pincus & Tobias, Inc., on 
Maccarone patent 1,569,823. 

Decisions were rendered April 22, 1935. 

The recurrence in the decisions of the term “prior 
art” is the important key to the decisions. The two 
cases are of such importance in the light of the em- 
phasis put upon “prior art” that an outline of each 
decision is important. 


Sbicca-Method Shoes, Inc. M.Wolf & Sons, Inc. 
Plaintiff, vs. Defendant 


In the case of Sbicca-Method Shoes, Inc., plaintiff, 
vs. M. Wolf & Sons, defendant, similar suits were pend- 
ing in the same court, brought by the plaintiff against 
Andrew Geller Shoe Manufacturing Co., Inc.; Benja- 
min Dickstein, Premier Shoe, Inc.; Schwartz & Ben- 


jamin, Inc. The court’s decision covers these cases as 


well. 

The objects of the alleged invention of the first 
Sbicca patent No. 1,848,708 granted December 29, 
1931, on an application filed February 2, 1931, are 
set forth in the specification as follows: 


“My invention relates to new and useful improvements in 
shoes and the method of making the same, the primary object 
of the invention being to provide an improved method of making 
women’s shoes so that the shoe when completed will give the 
effect of what is known as a turned shoe, but in effect is made 
similar to a shoe produced by what is known as the cemented 
shoe process, yet differs from both of them and overcoming the 
many objectionable features of both of the aforesaid shoes. 

“A further object of the invention resides in providing a 
method wherein but a single sole is used, thus eliminating the 
objectionable features of an inner sole, such as is used in the 
‘McKay’ process, the cemented shoe process and similar proc- 
esses. 

“A further object of the invention resides in the provision of 
a process for making shoes which will produce rigidity and 
strength at the portions thereof requiring the same but which 
will eliminate unnecessary thicknesses at the portions of the 
shoe where thinness and lightness are most desirable. 


“A further object of the invention resides in providing a shoe 


A VICTORY FOR 


Two Interesting Decisions Affecting Patents on 
Methods of Constructing Cemented Single-Sole Shoes 
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which is light in weight, durable under the heaviest wear and 
one which will avoid squeaks. 

“Still another object of the invention resides in using a single 
sole from which is cut ‘a marginal sole strip applicable to the 
last and to which the upper is secured prior to the application 
of the sole proper.” 

Claim 2 of the first patent in suit reads as follows: 

“2. The method of constructing a cemented shoe consisting in 
providing a sole of the desired final sole thickness in the fin- 
ished shoe, removing from the edges of the upper surface of the 
ball section and adjacent portions of the shank section of the 
sole a rand of less thickness than the sole and reducing the 
thickness of the shank and heel portions of the sole, by removal 
of material from the upper surface thereof, to the thickness of 
the marginal portions of the ball section thereof, lasting an 
upper upon a last to which said rand and a shank piece to which 
the rand is secured have been applied, and permanently secur- 
ing the upper to the rand and the edges of the shank piece, and 
permanently attaching the sole to the upper, the rand and the 
shank without delasting the shoe.” 

The following alleged “prior art” was intro- 
duced by the defendant: 


Patent No. 183,675, to Theophilus R. Hyde, for Improvement 
in Wooden-Soled Shoes, granted October 24, 1876, on an appli- 
cation filed September 2, 1876. “This invention has relation to 
wood-soled shoes; and it consists mainly, in the construction 
and novel arrangement of the sections of the sole, sawed from 
each other.” 

Patent No. 301,226, to Albert G. Gardner, for Inner 
Sole for Boots or Shoes, granted July 1, 1884, on an 
application filed April 30, 1884, shows a skeleton 
insole having a unitary shank and rand. 

Patent No. 429,480, to Frederick B. Robinson and 
William J. Morgan, for Insole, granted June 3, 1890, 
on an application filed September 13, 1889, shows the 
skeleton rand made in two pieces. 

Patent No. 1,569,823, to Fred Maccarone, for Shoe 
Structure, granted January 12, 1926, on an applica- 
cation filed August 5, 1925, shows a skeleton insole 
in which the shank portion of the insole and the ball 
portion are a unitary structure. 

Patent No. 1,593,264, to John A. Kelly, for Shoe, 
granted July 20, 1926, on an application filed Septem- 
ber 9, 1920. Fig. 1 of that patent discloses a half 
sole structure consisting of a stay, having what is 
called a temporary insole, which is secured thereto by 
a chain stitch, so that it may be readily removed after 
the two have been separated. 

Patent No. 1,600,019, to Charles B. Spalsbury, 
assignor to Johnson, Stephens & Shinkle Shoe Com- 
pany, for Sole, granted September 14, 1926, on an 
application filed April 19, 1922, shows a sole struc- 
ture in which the sole blank is split and the two parts 
are afterwards brought together and united so as to 
form a unitary sole structure. 


Patent No. 1,728,368, to Anthony Ruggiero, for 
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PRIOR ART... 


Universal trade interest in patent suits. 
Sbicca-Method Shoes, Inc., vs. M. Wolf & Sons, Inc. 
Fred Maccarone and Del-Mac System Corp., vs. 


Pincus & Tobias, Inc. 


Both declared “clearly invalid” and decrees ren- 
dered in favor of defendants in both cases. 


Shoe, granted September 17, 1929, on an application 
filed April 4, 1928, shows the complementary insole 
and outsole feature. 

Judge Campbell finds: “From a consideration of the 
prior art patents and the prior use of the Ford Com- 
pany and Maccarone, it seems clear to me that plain- 
tiff does not in any of the claims in suit, of either of 
the patents in suit, disclose any invention. The art, 
long prior to Sbicca, shows that the insole or welt is 
cut out by a series of cuts which appear to be so 
obvious that no particular claim is laid to the mechani- 
cal procedure. 

“The most that can be said with reference to the 
patents in suit, if that can be said, is that they carry 
forward the same idea set forth in earlier patents re- 
lating to the same art or use, earlier knowledge to pro- 
duce substantially the same type of product. 

“I have refrained from considering the question of 
infringement, as the claims in suit of each and both of 
the patents are clearly invalid. 

“A decree may be entered in favor of the defendant 
dismissing the complaint on the merits, with costs.” 


Fred Maccarone and Del-Mac_ Pincus & Tobias, 


Inc., 
Defendant 


System Corporation, 
Plaintiffs, vs. 


In the case of Fred Maccarone and Del-Mac System 
Corporation, plaintiff vs. Pincus & Tobias, Inc., defen- 
dant, the objects of the alleged invention of the Mac- 
carone patent No. 1,569,823, granted January 12, 1926, 
on an application filed August 5, 1925, set forth in the 
specification, as follows: 


“One of the principal objects of the present invention is to 
provide a shoe construction which while closely simulating in 
appearance when finished, a turned-sole shoe, is free from many 
of the objectionable features incident thereto.” 


After reciting what he considers objectionable fea- 
tures of what are known as “McKay” shoes, and turned- 
sole shoes, the patentee says: 


“In contradistinction to this, the present invention compre- 
hends an inner integral shank and heel member and rand to 
which the upper is stitched, and to which, in turn, the outsole 
is stitched, thereby rendering the shank rigid and immovable 
with respect to the upper and outsole. 

“The invention furthermore comprehends a shoe structure 
of the character set forth which when finished presents no 
rough exposed stitching at the juncture of the upper with the 
sole as is present in shoes of the turned-sole type. 


“The invention furthermore comprehends a shoe structure 
which while closely simulating shoes of the turned-sole type, 
entails a considerable economy both in labor and expense: 
which is highly efficient in its purpose, and comparatively 
simple in construction.” 


Claim 2 reads as follows: 


“2. In a shoe structure, an insole including an_ integral 
heel portion, a shank portion, and a ball portion, the said 
ball portion having a central opening therein defining a con- 
tinuous marginal rand extending from the front of one side 
of the shank around the toe and to the front of the opposite 
side of the shank to afford means for initially stitching the 
upper to the insole, the said outsole having a marginal groove 
or depression conforming to the rand for receiving the same 
with the upper stitched thereto when the outsole is applied, 
whereby the central portion of the inner face of the outsole is 
disposed flush with the upper surface of the rand.” 


The following alleged “prior art” was intro- 
duced by the defendant: 


Patent No. 301,226, to Albert G. Gardner, for Inner 
Sole for Boots or Shoes, granted July 1, 1884, on an 
application filed April 30, 1884, shows a skeleton in- 
sole having a unitary shank and rand. 

Patent No. 307,033, to Jabez Elam, for Shoe, granted 
October 21, 1884, on an application filed July 6, 1883, 
shows a short toe welt which is formed about the last, 
and is unconnected with any other portion of an insole 
for the shoe. 

Patent No. 429,480, to Frederick B. Robinson and 
William J. Morgan, for Insole, granted June 3, 1890, 
on an application filed September 13, 1889, shows the 
skeleton rand made in two pieces. 

Patent No. 1,593,264, to John A. Kelly, for Shoe, 
granted July 20, 1926, on an application filed Septem- 
ber 9, 1920. Fig. 1 of that patent discloses a half sole 
structure consisting of a stay, having what is called 
au temporary insole, which is secured thereto by a chain 
stitch, so that it may be readily removed after the two 
have been separated. 

Judge Campbell in conclusion finds: “From a con- 
sideration of the prior art, I have reached the con- 
clusion that the patent in suit does not disclose any 
novelty or invention. Something more than a change 
of form is required, and I cannot find that Mac- 
carone, in the claim in suit of the patent in suit, 
made any real advance in the art, and a higher order 
of invention is required than to merely carry for- 
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THIS week the trip is from the most southern part of 
the United States—Brownsville, Texas—on up through 


the Lower Rio Grande Valley to Laredo. See it 
through the eyes of a “foreigner.” People are classed 
in three groups down in the valley, thus “Natives” are 
those who make their homes here and have lived in the 
valley at least three years; “Damyankees” come from 
way up north, say, Dallas way, while anyone hailing 
from as far away as New York City is a foreigner, but 
heartily welcomed just the same. 

The principal revenues are now derived from ship- 
ments of citrus fruits, long staple cotton, green vege- 
tables, melons and strawberries, which supply the mar- 
kets during those months when these products are not 
produced at the points of consumption. As a rule, 
four crops of vegetables are grown each year. 

In Brownsville the people are mildly interested in 
the certainty of the Government digging a 25 or 30-ft. 
channel in the Rio Grande and making a turning basin. 
A naval refueling base is part of the proposed work. 
This means that the town will rank as a major gulf 
port, so already local business men visualize ore from 
Mexico and valley products being shipped by water. 
Some $600,000: is being spent on warehouses at the 
turning basin. 

Retail shoe business is far from being what it was in 
all Mexican border towns, particularly Brownsville. 
Mexico has become nationalized and industrialized in 
the past few years. Then, with the drop in the value 
of the Mexican peso, the big Mexican trade formerly 
enjoyed by these cities has completely vanished. One 
American dollar is now worth $3.50 in Mexican money, 
so Americans are spending their money in Mexico and 
not Mexicans in America, as in former times. 

Take the case of the Guarantee Shoe Co. in Browns- 
ville. Max Shapiro tells how his store formerly started 
women’s shoes at $6 and went up to $12. Now their 
top is $3.95, but they are going into $6.50 grades, with 
a possibility of a few $10 shoes in the Fall. Men’s 
shoes are carried from $4 to $8.75, with the interest 
in the better grades increasing. When the dollar rose 
in value to nearly double what it formerly was, Shapiro 
immediately lost half his trade, as he did as much 
Mexican wholesale business as he did local retail. With 
the development in the valley, and particularly in the 
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building of the port, he feels that he will eventually 
build his business back. 

Women’s white shoes are staple the year round, F. J. 
Berwald finds, in fact, just as staple as the blacks. 
There is practically no sale for browns and very little 
action in blues, he says. With business as it is, he 


received the surprise of his life at the immediate and 
sustained response to a well-known branded line of 
men’s shoes recently added. 
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GRANDE 


All department and clothing stores carry popular- 
priced shoes, but as Brownsville has an 80 per cent 
Mexican population there is no great shoe volume for 
anyone, even though some big stocks are carried. 

In San Benito, G. L. Pelley has enlarged his shoe 
store three times in the three years it has been open. 
Each year the increased fitting resources of the stock 
have resulted in increased business. Pelley believes the 
two things go more or less hand in hand and that a 





By 
HARRY R. TERHUNE 
Field Editor 


Shoe Retailing on the Mexican 
Border Presents Some Peculiar 
Problems, But Retailers There 
Are Meeting Them Mantully .. . 


stock must grow in the same proportion as the business. 
He does not mean a stock that is too heavy. 

In a town the size of San Benito (10,000, with 50 
per cent Mexican) good-will built through good fitting 
service is as essential as knowing Tom Jones, his wife 
and the names and ages of his kids, together with their 
shoe sizes. This is real personal contact of the genuine 
sort, the kind which responds to personal letters or 
calls reminding one of anniversaries, birthdays and the 
like. Small-town stuff? Yes, but humanly real. 

Harlingen is one of the big towns of the valley, the 
other one being McAllen. One peculiar thing about the 
valley is that women shop all over it. If they don’t 
see what they want in Harlingen they drive to McAllen 
or stop at any of the live intervening towns. There 
are three exclusive shoe stores in Harlingen, together 
with a dozen or so other places selling shoes in this 
city of 16,000, which has been completely rebuilt since 
the destructive tropical storm of 1933. 

The third generation of Ashheims in the valley, 
Julian Ashheim, is the owner of Julian’s Booterie, 
which he opened in 1927. Mr. Ashheim is a graduate 
of the University of Texas and took post-graduate work 
in the University of Chicago. There are real merchan- 
dising problems in operating a woman’s shoe store as 
far away from the market as this, especially when one’s 
trade is style-minded and there are plenty of stores 
within the 30-mile radius in which to make selections, 
Mr. Ashheim says. Salesmen around every 60 days, 
and Boot AnD SHOE REcorDER thoroughly read each 
week keeps one posted. This store had blue hose two 
weeks before Dallas or Houston, as he acted quickly 
on a friendly tip. 

Women are keen on style and know what is what, 
so when a style is dead in Harlingen it is just dead. 
The trade is continually looking for new, fresh goods. 
They want novelty goods, and the policy of the house 
is to fit right, so carrying pattern shoes from quads 
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A prime mover in Foot Health 
Week promotion was John J. 
Holden, manager of the National 
Shoe Retailers Association, who 
believes that an association should 
be as much promotive as it is pro- 
tective. His splendid background 
of shoes made practical the work 
of that association in the develop- 
ment of Foot Health Week as a 
national movement, beneficial to 
all retailing. He represents a force 
in retailing—vital, energetic and 
direct: and his letter is much 
appreciated. 


THE country over, foot health pro- 
motion dominated the week April 
22-27. The foot health campaign 
was a tremendous success because 
every division of the trade cooper- 


ated. Every retail association, 
every public newspaper, every busi- 
ness paper in the field, every group 
of chiropodists—in fact it was a 
universal campaign built around 
the idea of the social responsibility 
of the shoe store for the foot health 
of the community. 

On this new and unselfish note, 
Foot Health Week stepped into its 
greatest opportunity. We have been 
building, over a period of five 
years, an acceptance of Foot 
Health Week as an outward demon- 
stration of what the shoe industry 
can do in the betterment of health 
and happiness through better feet 
and better serviced footwear. Mil- 
lions of people were asked the 
questions: “How Are Your Feet 
Today?” and received the answer 
in the shoe stores of this country in 
a better protessional service. 

The calendar of the country may 
be covered with all sorts of “week” 
promotions but in spite of it all, 
Foot Health Week has demonstrated 
its place as a service week in shoe 
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NATIONAL SHOE RETAILERS ASSOCIATION 


EMPIRE STATE 
YORK CITY 


Mr. Arthur D. Anderson, Editor, 
Boot and Shoe Recorder, 
239 West 59th Street, 


Dear Mr. Anderson:- 


From all over the nation I am receiving reports regard- 
ing Foot Health Week, which the Boot and Shoe Recorder 
sponsored 


This movement which aims to make the consumer buy and 
wear correct shoes, in my opinion, will have a far- 
reaching effect in better establishing in the minds 
of the consumer the importance of better shoe fitting 
qualities and correct fashion shoes, that fit the eye 
as well as the feet - and last, but not least, will 
help to set better industry standards 


The movement has’ 


the country doing a remarkable constructive piece of 
work. 


In some cities entire sections of newspapers are being 
event of shoe progress. 


here, that the shoe industry has at no time 

been given ite fair share of this editorial and style 
news type of copy, as compared with other ready-to-wear 
apparel and accessories. 


in this concerted 
take advantege of other 


I am requested to express to you the appreciation of. the 
officers and members of the National Shoe Retailers As- 
sociation for the fine work of the Boot and Shoe Recorder, 
which it gives me great pleasure to do. 


Vics 

a 

a Co. 
RL 
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April 24, 1935 


received a tremendous impetus this 
cooperating in this movement all over 


publicizing to the consumer this t 
It is interesting to note 


industry will profit by the experiences 
action on Foot Health Week and will 
promotional periods such as dating 








stores in behalf of betterment of 
feet and fitting to the American 
public. 

The keynote of the week was: 
“Change of temperature, change of 
habits, change of conditions, makes 
necessary change of shoes in 
Springtime. Even the size of feet 
change with the change of temper- 
ature. This then is the logical time 
to think of your feet and of your 
footwear and it is of vital impor- 


tance that you get the proper shoes 
—correct in size, correct in last 
and well fitted in every way.” On 
that basis, the week proved a great 
success. 

Some of the outstanding features 
of the week were the “Cinderella 
Contest” and “Perfect Feminine 
Foot Campaign” staged by Brock- 
ton’s Foot Health Week Committee. 
The Brockton Theater featured a 

- runner on the screen and a dis- 
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Social Responsibility of the Shoe Store Found Favor with 
the American Public During Foot Health Week 


A Tremendous Impetus 


play of shoes in the lobby and ran 
at the bottom of the theater’s ad- 
vertisement the legend: “A ‘Per- 
fect Foot Contest’—the winner will 
receive a diamond ring on our stage 
on Friday evening, April 26” and 
also told of the exhibition in the 
lobby and gave the list of names of 
the merchants and manufacturers 
cooperating. 

In Kansas City a new slogan was 
developed for the week: “Stand Up 
Sister If You Want To Be Healthy” 
—taken from the “Keep Your 
Youth” story in the April 13 issue 
of the Boot anp SHoE REcorRDER. 

The merchants of Washington, 
D. C., once more prepared an eight 
page promotional feature, including 
photographs, text and advertise- 
ments. 

Other cities organized pages and 
spreads of the same type. Radio 
broadcasts were quite general— 
some as trailers of regular pro- 
grams and others as definite Foot 
Health Week broadcasts. 

Issuing a challenge to Americans 
to wipe out the long list of foot- 


ills which sap their vitality in a 
single generation, through consis- 
tent practice of foot-hygiene and 
care, the Institute for Foot Health 
Education, sponsored by The 
Coward Shoe Company, in celebra- 
tion of National Foot Health Week, 
on Monday of Foot Health Week 
opened to the public a dramatic 
foot-health exhibit in the Empire 
State Building. Former Governor 
Alfred E. Smith was an interested 
visitor at the opening. 

The exhibit demonstrated the 
wide-spread prevalence of major 
and minor foot-ills of all sorts, and 
emphasizes the “need for greater 
foot-care. ° 

“Eight million persons in this 
country are suffering from total 
collapse of the bony structure of 
the foot, and approximately 80 per 
cent of the women in America 
suffer from foot troubles of a minor 
and major nature,” Dr. John Mc- 
Allister, noted anatomist and chair- 
man of the Committee of Education 
for the Institute, revealed. 

“In our schools, in our factories, 


and in our homes, the practice and 
teaching of foot-hygiene should be 
a part of the regular course of 
health-instruction, along with den- 
tal hygiene. It is, however, almost 
entirely neglected. A recent survey 
of one New York City high school 
proved this point when it was 
shown that of 1929 girls examined, 
49 per cent or almost half of them, 
did not walk correctly. 

“Americans need to be taught 
that proper foot-care, consistent 
foot hygiene, regular visits to their 
doctor and podiatrist, and sensible 
foot-gear, will relieve them of the 
unrecognized foot-ills which make 
life burdensome,” Dr. McAllister 
concluded. 

A group of doctors, podiatrist, 
and notables made an inspection 
tour of the exhibit. 

On display, they witnessed a 
gigantic photo-montage of pictures 
taken on the sidewalks of New 
York, showing footgear in action, 
which showed graphically the wide 
prevalence of extremely high-heeled 
shoes, and defective loose-fitted 
footwear, both unsuited for use on 
hard city pavement. 

Other exhibits included a collec- 
tion of foot skeletons, and plaster 
casts exhibiting the effects of 
arthritis, and narrow shoes, a 
model podiatry office, a unique col- 
lection of children’s shoes furnished 
by the Coward Shoe Company, and 
a collection of historical shoes 
valued at more than $25,000.00, 
loaned by the United States Shoe 
Machinery Co. 

Detroit shoe men, accustomed to 
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"Let's look at the record," said Alfred E. Smith, 
when he opened the dramatic Foot Health 
exhibit at the Empire State Building, staged by 


the 


Institute for 


Foot Health ~ Education. 


Here we see Al in front of the Foot Health 


Week poster, 


examining a foot almost as 


gargantuan as his own Empire State Building. 
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OUTLOOK 


No Per Capita Progress in 35 Years 


A STARTLING incident of the Styles Conference this 
week was the introduction of an economic per capita 
picture by Percival E. Foederer, i.e., the shoe trade is 
actually not holding its own in the race of time, for in 
number of pairs the per capita consumption in 1935 
is no greater than that of 1900. It was something of a 
shock for all present to realize that with the progress 
made in everything else in the twentieth century 
the shoe industry was actually at a standstill in total 
production figures, measured against the number of 
shoe wearers in this broad land of ours. 

As Mr. Foederer said: “We have been content to 
produce shoes and leather, which have established new 
standards throughout the world; yet we have not had 
the satisfaction of seeing new paths beaten to our doors; 
the consumer jogs along the same trail of limited per 
capita consumption that was traveled thirty-five years 
ago.” 

Perhaps those in the shoe trade are so close to shoes 
that they cannot see their possibilities in the light of 
increased use and increased satisfactions in the pur- 
chase of more shoes. Certainly the activity of mankind 
has become more diversified in the last thirty-five years 
—more shoe-uses are here for the exploitation of trade. 

But is there something fundamentally wrong with 
the philosophy of the sale of shoes? You who read this 
may feel that perhaps Mr. Foederer was speaking of 
leather shoes and the statistics as prepared by the 
United States Government, and that he omitted rubber 
footwear. You may be thinking of the production of 
rubber footwear in relation to per capita consumption; 
but we are afraid we will have to disappoint you, for 
actually the consumption of rubber boots, tennis and 
arctics and gaiters shows a per capita reduction. Back 
in 1919, with a population of 105,000,000 people, 
boots, tennis and rubber sales represented eight-tenths 
of one pair per person per year. In 1933, with 125,- 
000,000 people, the figures show but one-half a pair 
per person in rubber footwear of any kind. So his 
indictment stands. Perhaps no other article of wearing 
apparel has remained stationary in relation to per 
capita consumption. 

What to do about it? Some constructive plan for 


BY 
EDITOR—BOOT AND SHOE RECORDER 
increasing the use, service, selection and desirability of 
footwear. 

Maybe the industry is at a low point of inertia on the 
subject of working collectively down the promotive 
line. 

Maybe each association of the trade thinks that its 
major work must be protective of that section of the 
trade. 

Maybe the time has come for a new thought in col- 
lective association work—a definite shoe promotion 
after study, research and experiment with public 
behavior. 

This much can be said about the shoe trade in Eng- 
land. It is tremendously alert to the need for making 
progress by collective study. Believe it or not, but the 
British boot, shoe and allied trades have organized a 
research organization and ten firms have already offered 
subscriptions of $1,000 or over. When they have 
reached the total of $35,000, they will receive a govern- 
ment grant of $25,000 to carry on the work. Old Eng- 
land working with new tools. 

Over here it seems to be a case of millions for frills 
and fancies; but not one cent for promotion and re- 
search in the direction of increasing the capacity of the 
American public to consume more and better shoes. 

Practically every other apparel industry has an or- 
ganized statistical and research center based on the 
promotive idea. In common, each industry is alert to 
each new trend as an economic possibility and study is 
made of each step of the development in the use of the 
goods. Research institutes in silk, in cotton, in wool 
help increase the distribution of goods to the public. 

If we are in a collective era, let’s use the tools of 
research for general progress in the direction of more 
and better shoes for public use. 
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EOPLE — when they come in your store 
today — are looking for economy. They’re 
after longer-lasting, extra-wearing shoes. 


And most people, knowing that the first point 
where a shoe shows wear is the sole, judge the 
economy in the whole shoe by the length of 
wearing life in the sole. 


Isn’t it sound business then for you to sell 
these thrifty customers shoes with the maxi- 
mum of extra wear in the soles? 


You can do just that by featuring shoes equip- 
ped with Goodyear Wingfoot Soles —- because 
NO SOLE HAS EVER BEEN BUILT THAT WILL 
LAST LONGER! 


re Proof is in the fact that people have made 
America’s sure-footed, comfortable, waterproof Wing- 


Fastest-Selli ‘ , , 
” — ies foots the fastest-selling soles in America. 


GREATEST 
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First Round-I’he-World 


FOUR SHOE GENERATIONS 


The second generation, in Fred L. Emerson, startles the 
world with his travel tour; but will it be just an ordinary 
thing to do for the fourth generation. 


On Saturday, April 20, Fred L. Emerson, treasurer 
of Dunn-McCarthy, Inc., veteran airplane traveler and 
enthusiast, started on a journey during which he will 
cover some 44,000 miles—of which 25,000 will be by 
air. 

Perhaps no shoe man in America has used the air- 
plane as much in a business way as has Mr. Emerson 
and but a few months ago he flew over a large section 
of South America in pursuit of his hobby. What is 
significant about his round-the-world trip is that it is 
the first commercial round-the-world air-passenger trip 
to be tried and the first single air ticket for such a 
journey sold one passenger. What is more, his ticket 
calls for the longest tour ever booked—44,000 miles. 

The air itinerary mapped out by Mr. Emerson calls 
for his departure from Croyden Field, near London, 
by Imperial Airways on May 1. He will visit nu- 
merous points of interest in Europe, Asia, Africa, South 
Africa and Australia. At one stage of the journey, 
from Capetown, South Africa, to Brisbane, Australia, 
the plan calls for eighteen days continuous travel by 


plane. During the latter part of June, he will visit 


Air Passenger 


Fred L. Emerson Starts on 25,000 
Mile Air Trip but Will Have to Go 
44,000 Miles to Do It. 


Hong Kong, Shanghai, Hankow, Peiping and Mukden 
in China and Manchukuo. Early July will find him in 
Tokyo and Yokohama and then back to the American 
continent, landing at Vancouver. 

It is planned to be entirely a pleasure trip, with a 
maximum use of the airplane. Fred L. Emerson has 
been an air fan for years—at one time having his own 
plane and pilot and since that time has traveled on 
practically every airway system in the United States. 


Or decided human interest is the fact that he is in 
his own family one of the quartet covering four gen- 
erations, picture of which we are showing on this page. 
The fact that he is the first world air passenger is of 
today’s international news but the son and grandson 
may find it to be just an ordinary incident in days to 
come, 

This remarkable picture of four generations shows 
Charles A. McCarthy, who was born at Newport, N. Y., 
March 18, 1853. His father was a native of Scotland 
and a graduate of Edinburgh University and a minister 
of the Baptist Church. Mr. McCarthy attended the 
public and high schools of Oswego, N. Y., and at an 
early age engaged in the retail shoe business with his 
brother. Later he became a traveling salesman for 
Dunn-Salmon & Co., boot manufacturers and jobbers of 
Syracuse, N. Y. Mr. McCarthy had become a member 
of this firm in 1882 and in 1886 he and Mr. Dunn 
became interested, in a small way, in the manufactur- 
ing of women’s shoes in Auburn. It is an interesting 
fact that not one dollar of additional capital was ever 
added to this business beyond the original investment, 
the business growing from its own profits. 

For several years Mr. McCarthy has been acknowl- 
edged the leading citizen of Auburn, loved and respected 
by all. Mr. McCarthy, almost singly and alone, is 
responsible for Auburn having one of the most out- 
standingly well-equipped and well-managed hospitals. 
not only in a city of its size, but even away beyond. 

Fred L. Emerson was born in Lexington, Mass., in 
1876, and his first regular job (1892) was office boy 
for James Means, who was probably the first man to 
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THIS MARK HAS MONEY VALUE TO YOU 


The way is clear to profit by it 


It stands for qualities which are the basic ideals of 
nearly a century of sole leather tanning. To have the 
mark on the shanks of street, dress, sport and heavy- 
duty shoes you sell, is to make it become the same 
symbol of the best in sole leather between you and 
your customers, that it is between our customers and 


ourselves. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


A BALANCED TANNAGE 


A SELLING SUGGESTION in natural finish, has a clear, glossy, russet color. 
Take a pair of men’s shoes bottomed Being strong of fibre it resists wear and helps hold the 


2 Ki 1 ii ” 
Se eae eiaeen an shoe’s shape. The money value of the “BENCH BRAND” 
BRAND” mark shows. Place in show mark to you is limited only by your enthusiasm in selling 


window SOLES UP in front of card : $ i j 
reading — BUY MILEAGE. Come in shoes with outsoles of this tannage, thus identified 
and try on our shoes with soles of “The and everywhere liked. Any shoe manufacturer using 


Finest American Tannage.” There's “BENCH BRAND” outsoles can apply the mark. 


miles of wear in every pair. 


THE OUTLINE OF THIS CHART 
REPRESENTS A SIDE OF LEATHER 
THE PART USEO FOR KISTLER 
BENCH BRAND” SOLES 19 
ABOUT 13% OF THE WHOLE SIDE 
| y 


— FOUNDED - 1840 


HLL | I [ [3194 - STREET - BOSTON -MASS- | ||] 











BERLAND'S 
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CHICAGO 


STORE MODERNIZING 
RINGS CASH REGISTERS 


/ 
‘Brine the customers inside the store and I’ll sell 
them,” the salesman says. 

“I bring them in but they leave without buying,” is 
probably the window trimmer’s testy answer. 

The shoe merchant listens to this endless argument 
and while staring at a falling sales report, wonders 
which of the two is to blame. 

A Chicago retailer of women’s shoes decided both 
his window trimnier and his salesmen were doing their 
part satisfactorily and looked elsewhere for the answer 
—‘How to Increase My Volume” was, of course, the 
question. He felt his store location was right—his 
merchandise was good and his prices were in keeping 
with competition. Perhaps, he thought, the answer 
lay in the store itself, and he consulted an architect. 

After looking over the store the architect said num- 
ber one trouble lay with the store lighting—with both 
the direct and the reflected light. “Your lighting is 
spotty,” he told the shoe merchant. “Each fixture is 
creating a separate circle of light, glaring in the middle 
and dimming out toward the edges. Your merchandise 
is at a disadvantage. The customer thinks of the shoes 
she is buying in terms of wearing them—outdoors in 


the sun or perhaps in a brightly lighted ballroom. 
That’s where your direct lighting falls down. 

“Now there’s another light—light reflected from the 
walls, ceilings and fixtures. Some will call this the 
decoration of the interior. Call it what you will, a 
dingy or unattractive color scheme is not inviting to 
the customer. Redecoration with a modern color 
scheme calculated to brighten up the entire interior of 
your store gives a sense of good taste and quality to 
both your store and your merchandise, which will be 
reflected in your sales volume. But before we do this 
I suggest we remove all projecting ornaments and 
meaningless gingerbread so that we will have flat plane 
surfaces for our decorations and thus at the same time 
eliminate light traps of shadows. 

“Now that the customer is in attractive surroundings 
in keeping with the quality of your merchandise, we 
must look to her comfort. She should be seated in 
modern comfortable chairs. A new carpet to match 
the color scheme should be laid. Naturally if it is 
Winter the store should be comfortably warm, but | 
suggest those radiators be moved back out of sight. 

[TURN TO PAGE 64, PLEASE | 





Because MEN want to be 
Comfortable... 


POPULAR because they're cool 


PRACTICAL because they're washable 
PROFITABLE because of ow price to dealer 


Ofliw- 


REGISTERED 


The comfort and economy features of these 
new Camco summer shoes appeal strongly 
to men. The new “Air-O-Flow” insulator 
midsole, permitting air to circulate under 
the foot, together with the perforated 
uppers, makes a completely ventilated 
shoe. They’re light, flexible, supremely 
comfortable on hottest days. Low in first 
cost, their upkeep is no more expensive 
than soap and water. They sell at a price 
that will build volume—and because of 


their unique talking points will build 


business. 


“CUBO SPORTS" OXFORD 


Buck-ide upper. Vented Vom, vane 
Quarter, Buck-ide Beading above natural ere; 
ee ‘natural erepe outsole, and Athletle ‘areh 


White enly No. 3100 
Men’s Regular or Medium Last 


“CRUISE SPORTS" OXFORD 
Made in Women’s White With Saddle Strap 


Black saddle strap Ne. 3096 + 
Brown saddle strap No. 3096 
White saddie strap No. 3092 


“CRUISE SPORTS" OXFORD 
Linene upper. Outsole construction same as 
Cubs Sports. 


Men’s All-White only 
No. 3090 


CAMBRIDGE RUBBER CO. 


LEATHER SHOE DIVISION 
ORIGINATORS OF STYLE FOOTWEAR 
748 MAIN ST., CAMBRIDGE, MASS. 


0 Atlantic Ave. 125 Duane St. 317 W. Monroe St. B’way & Prince St. 
BOSTON NEW YORK CHICAGO ST. PAUL 

















TREDLITE OXFORD 


Vultex — Mesh Vamp Linene Quarter 
ie Heel, Crepe Sole 
“aon No. 6500 
Men’s Regular Last 



































BUCK-IDE OXFORD 
Vented Vamp and Quarter. ae oy Rubber Heel, Leather 
Sele. Biucher Pattern. White 
gg A Heel. White Rubber Sole. *Blucher Pattern. White 


3310. 
G. G., Misses’ & Child’s Moccasin Vamp. White No. 3300. 


Also made in 
Women’s, Misses’ 
and 
Children’s 
White Ne. 6500 


Also made in 
Women’s No. 3100 
Regular or Medium Last 


“HAWALIAN SPORTS” 
OXFORDS 


Siatter construction ‘to 
Cubo ith white crepe 

foxing, white outsole. 
White No. 3110 


im Last 
Men’s po Last 


Also in Women’s 
Spray design. Vented 
a hes White Rubber Sole 

wae No. 3310 
Sand No. 3311 
Blue No. 3313 
Green No. 3314 
Also available in High 
Heel, Leather Sole—ox- 
ford and T Strap pattern. 
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Garside 
Linen Pamps 
in Nosegay 
Pastels 
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Trends in Layouts and Copy for 
the Late Spring Selling Season 


S HOE stores everywhere did an excellent job in the 
promotion of Easter footwear through newspaper adver- 
tising. That fact, no doubt, contributed largely to the 
gratifying volume of Easter shoe business reported from 
most sections of the country, notwithstanding the handi- 
cap of unfavorable weather, which prevailed in all but 
a few sections up to the last few days before the holiday. 
It was a striking demonstration of the power of pub- 
licity and promotion to create a demand for season- 
able merchandise. 

Blue shoes for women were featured on an extensive 
scale in the pre-Easter shoe advertising. And blue 
shoes went over in a big way everywhere. In the 
South and the Southwest, white shoes were advertised 
for Easter, and in those localities where the season was 
most advanced, whites were sold. They will continue 
to be the No. 1 sellers in these sections of the country 
from now on, and as such they are being played up 
first and foremost in the ads. 
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ees a specially de- 
signed line of WHITES with 
warm weather flexibility, light 
weight and coolness. Treadeasy 
again proves that smart style 
can be successfully combined 
with scientific, durable construc- 
tion and complete comfort. The 
four fast-selling shoes illustrated 
are distinctive examples of the 
Treadeasy line. 


A new catalog showing 30 
Treadeasy WHITES IN STOCK 
is just off the press. Write for 
your copy ... it will prove of 
great assistance in planning your 
summer merchandising. 

NEW YORK CITY SAMPLE ROOM 


732 MARBRIDGE BLDG. 
BROADWAY AT 34TH 


The Riviera ; 

White Persian Srain Wisttatycren 

9005 Sizes AAA toC----3'2t09 
$3.85 


SS 


White Flexi Cal} Littl 
9026 Jie AAAA to B---3'2 to9 
| $4.20 


} 
} 
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"Spirit of Achievement,” 
20 foot Bronze statue by 
Nina Saemundsson, at the 
entrance to the Waldorf- 
Astoria, where the Style 
Conference was held. 





“The SPIRIT 
of 
ACHIEVEMENT’ 


Significant Changes 


INTRODUCTION 
Charting a Revolution 
In Fashion . . ..In Merchandising . . . In Promotion 


THE long-looked-for style revolution in the shoe busi- 
ness has at last flared up in unexpected form. It has 
developed so gradually and has been charted so care- 
fully through the first phases of its growth, in the 
N.S.R.A. style reports of the past four seasons, that 
the trade has looked upon it as style evolution rather 
than style revolution. 

THIS REVOLUTION HAS TO DO WITH SHAPES 
OF LASTS AND HEIGHTS OF HEELS, necessitating 


an entirely fresh approach to the problems of line and - 


proportion in pattern design and a drastic upheaval in 
the attitude of shoe men themselves to the new types of 
shoes developing as fashion firsts. 

This revolution has developed: outside the shoe in- 
dustry, and stems from the beauty cults, and as such 
has a tremendous-and far-reaching social influence on 


women of the classes and women of the masses. Backed 
by the billion-dollar beauty industry, these cults have 
progressed through sun-bathing for health and beauty 
to a new recognition of the- importance of posture as 
it relates to health and beauty. There is a new appre- 
ciation of natural classic figure proportions. Funda- 
mental in the salon treatments given all over the United 
States are reducing, correction of bad posture, stretch- 
ing and limbering exercises. These recreative exercises 
have directed the attention of women to their feet. 
They demand beauty treatments for their feet and 
they are beginning to ask for shoes that follow the 
classic measurements of the natural foot, with heels that 
promote good posture. 

The shoe trade in the meantime has been working 
along the same pathway. The coming ‘of the sandal— 
incidentally an offshoot of the sun-health cult—made 
shoe manufacturers conscious of the need for new lasts. 
The sandal wood that is widely used today is actually 
a nature-conforming last, broad enough to allow the 
toes to lie flat, with plenty of swing in the forepart. 
There has come a new understanding of balance, and it 
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is possible that the next two years will disclose radical 
new designs and standards for lasts. 

Heights of heels have altered, too. Low heels are 
fashion news of the moment; great volume continues to 
center around 16/8, 17/8 and 19/8. Once more women 
are buying different heel heights for different types of 
costumes. 

This is one of the most important things that could 
possibly happen in the shoe business because it means 
additional business-extension of the possibilities for 
costume shoes, shoes for the occasion. It is to the in- 
terest of shoe retailers and shoe manufacturers to 
dramatize and promote this trend in every way. 


Along with this revolution in shoe fashion comes a revolu- 
tion in merchandising and promotion. There is extreme peril 
ahead for merchants who do not use new methods. Today, as 
never before, it is important to: 

1. Study new fashion trends in relation to shoes. 

2. Examine each new fashion in shoes as it appears, and 
evaluate it on its present possibilities, not alone on its past 
performance in shoe fashion cycles. 

3. Buy shoes with a definite purpose in view, to maintain a 
balanced stock and to please the store’s individual clientele. 

Fashion is due for great changes that will occur quickly and 
which may cause upheaval to merchandise plans made too far 
in advance. This is a period of unrest upheaval changing opin- 
ions. Fashions reflect this economic mo t in their restless- 
ness their rapidity of change. 

This report, as is the custom, presents the fashion story of 
shoes. It is necessary for each retailer to study this general 
report made for the industry as a whole, for the shoe trade 





Plain suede with demi-suedes trimmed with patent, kid, 
calf or braid strippings or bandings. 

Service calf with crushed calf, boarded calf or alligator. 

Alligator with suede, patent, kid or calf. 

Two suedes in contrasting color, sharp contrasts or har- 
monizing shades, 

Embossed and printed leathers with smooth calf or service 
calf. 

Two service leathers in sharp color contrast. 

Leathers important for all-over treatment are Kid, Patent, 
Suede, Boarded Calf, Alligator, and Light-weight Calf, in the 
town and dress types. 

Service calf, embossed and printed calf, alligator, Crushed 
Calf, Boarded Calf, in the casual town and country types. 

Patent leather for town wear has limited significance for Fall. 

Evening—Gold and Silver Kid, Doeskin, Suede and Moire, 
Fabric with metal touches, i.e., tinsel stitchings, pipings, etc. 


PATTERNS 


The growing interest in the shoe for the occasion presents a 
very real merchandising opportunity. It takes two directions— 
women may buy shoes to complement specific costumes or they 
may adopt the new fashion idea of buying several sets of ac- 
cessories for one costume. In either case the customer con- 
siders the function of the shoe. This means that a “pretty” 
shoe will no longer sell on its own merits alone, it must reflect 
the general trend of fashion. 

Covered instep and high-cut effects are the keynote of Fall 
shoe fashions. 

1. Oxfords and ties, including: 

(a) Classic types with five eyelet height predominating 
(sports and tailored) 
(b) Buckled oxfords (sports and tailored) 
[TURN TO PAGE 44, PLEASE] 


in STYLE for FALL... 


extending from Atlantic to Pacific, from the Canadian to the 
Mexican borders, and take from it the facts best suited to his 
individual clientele. 


MATERIALS 


Shoe materials continue to reflect the importance of surface 
interest. There is a wider variety than ever of these surface 
effects in leathers, while there may be two or three surface 
contrasts in one shoe of rather simple pattern. Contrasts of 
color with contrasts of material are newer than monotone con- 
trasts of leathers. 

Leathers like colors fall into two definite classifications. One 
grouping includes all the leathers that carry out the elegant, 
slightly’ formal classification: 

Suede Patent Kid Light-weight Calf 
Demi-Suedes Matt finishes Lizard 
The second grouping includes leathers for sports and walking 
type shoes: 
Service Calf Crushed Calf and Kid _ Alligator 

Seal and Buffalo Embossed and printed leathers 

Boarded Calf New Reversible Leathers (finishes both sides) 


FABRICS 


There has been a slight increase in demand for heavy neu- 
tral back calfskin, in service suede, smooth and boarded fin- 
ishes, for unlined sports shoes in higher-price brackets. 

Important combinations of leathers are: 

Fabrics with patent, kid or calf. 
Suede with patent, kid or calf, often enlivened with dis- 
creet color stitchings. 


WINTER 
1939-36 


OFFICIAL REPORT 


of Style Committees 


on Trends in Dress 
and Feminine Foot- 


wedr. 
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1935 


An Evolution in Footwear Fashions 


pany gives a word on color. She 
points out how important it will be to 
tie shoe colors in with hats. She be- 
lieves we may sell some green shoes 
this Fall, because green hats to wear 
with brown costumes are strongly in- 
dicated. She also stressed new sig- 
nificance of stitching in several colors 
to give life to Fall shoes. 

Miss Rhea Nichols of the Allied Kid 
Company read and explained the pat- 
tern’ suggestions of the stylists. She 
pointed out the women now are buying 
several sets of accessories to wear with 
one costume. One coat or dress may be 
“dressed up” or “dressed down” by a 
different choice of accessories. She also 
reported definitely shorter skirts. 

Miss Elizabeth Ambrose of the Allied 
Kid Company discussed treatments, 
stressing the greater simplicity of de- 
tails in shoes, used as an integral part 
of the pattern or to bring out pattern 
lines. Functional fastenings are the 
most important of new treatments. 
Also important to note that there are 
two types of shoes to be sold, one in- 
formal, the other of a dressier type. 
The all-occasion shoe is out of the pic- 
ture. 

Miss Hilde Rau, Robert Foerderer, 
Inc., in explaining the color recom- 
mendations of the stylists, placed the 
emphasis on black for volume. She dis- 
cussed the promotional possibilities of 
the lively tawny Browns, Ginger, 
Praline, Bourbon and Swagger. The 
Spring significance of Oriental Ox- 
Blood as an accessory color to wear 
with navy will carry on for Fall, Miss 
Rau said. 

Miss Kate Goldstein of A. C. Law- 
rence Leather Company discussed mer- 
chandising and promotion. Through ef- 
fective presentation of style we must 
give women the feeling of “must’’—the 
urge to try new style ideas, in the 
judgment of Miss Goldstein. Peasant 
and Hindu themes offer special oppor- 
tunities for dramatizationn. Motion 
picture tie-ups help to establish such 
extreme fashions as the low heel. 

Miss Ruth Kerr of the Calfskin Tan- 
ners, speaking on the subject of lasts 
and heels, maintained that these two 
subjects bring up the most significant 
and basic changes of all. This is the 
revolution of the shoe industry—the 
trend toward more natural lasts and 
more comfortable heels. She pointed 
out, however, the dangers of going to 
extremes in low heels, and the fact that 
the middle height in heels is the volume 
choice for the coming season. 

The women’s style meeting on Mon- 
day afternoon was devoted to a broad, 
general discussion of the style outlook 
for Fall, covering materials, patterns, 
lasts, heels and other important de- 
tails. 


[CONTINUED FROM PAGE 19] 


"Men Style" Conference 


Retailers of men’s shoes gath- 
ered in anticipation of Fall and 
Winter and discussed leathers, 
lasts and patterns and their pro- 
motional opportunities. The big 
thought of the meeting was the 
dual opening—August 15 for Fall 
weight and lighter types, October 
to November 15 for heavy weights 
and grains. A new name for re- 
versed calf classification to be 
known as nappy leather and a 
great vogue prophesied for this 
type of leather. 


George Hess of Baltimore opened the 
men’s style committee meeting with a 
vigorous group of questions to retailers 
assembled from all over the country 
and got some very illuminating replies. 

Ruth Kerr presented the leather pic- 
ture with specific reference to colors 
and the unprecedented promotional op- 
portunities offered through their names, 
selected for the first time from a man’s 
dictionary and meaning something to a 
man customer: 

Pointer Brown, a dark London Brown 
with all the cleanness characteristic of 
that famous hunting dog. 

Retriever Brown, a rich brown spe- 
cifically for nappy leathers, the most 
important innovation for Fall and 
streets wear. 

Spaniel Brown, a smart new shade 
for custom wear, where richness and 
character of leather is inherent in its 
natural surface. Smart in the new cus- 
tom effects featuring smartness in welt- 
ing and bolder harness details. Also 
exceedingly smart in the simplicity of 
conservative type shoes. 

Greyhound, a flashy new gray shade. 
Very important in nappy leathers, not 
to be promoted for volume—decidedly a 
high fashion sports color. There are 
the inevitable carryovers from last 
year. 

Bourbon, a straight color with proved 
promotional possibilities, and Vintage 
Brown with the color and glamour of 
old Madeira. Of specific interest in 
Cordovans and Cordovan calf. 

Miss Kerr made a plea for the re- 
turn to natural grains and natural 
colors, suggesting the splendid promo- 
tional opportunities of the above-named 
colors in windows featuring photo- 
graphic blowups of the various types 
of dogs from which these leathers take 
their names. 

In the matter of leather finishes, a 
consensus indicated greater use of 
heavy prints, medium prints and board- 
ed leathers. A further definition of the 
term grains was given to include not 
only Scotch grains but Heather, Fine 
Pebble, and Albion. There was a 


frank admission on the part of retail- 





ers that they had guessed wrong and 
that there was considerable business 
done in Scotch grains last Fall and 
Winter, particularly among the younger 
men. 

A decided highlight was the unquali- 
fied faith of the retailers assembled and 
the promotional possibilities of nappy 
leathers. Nappy leathers, reversed calf, 
bucko, sueded leathers to you, will in 
the future be known as “nappy leath- 
ers” if the suggestion made by retailers 
to be sent to the tanners is adopted. 
James Gormley was assigned a difficult 
task of securing from tanning groups 
a definite and correct name for this 
very important type of leather. This is 
in no sense a suggestion that the pre- 
vious names were incorrect terminol- 
ogy but a plea that this nappy leather 
which is fast becoming a style leader 
should have a generally accepted and 
correct title. 

What day will retailers open the Fall 
season? Learning a mighty expensive 
lesson from Easter season just past, 
retailers were firm that whites opened 
too early this Spring and as a result 
normal business suffered. Unofficially, 
in the future no whites will be opened 
in the North until after Easter. This 
naturally leads to the question, when 
will we open the Fall season? Herbert 
Hanan keynoted with the idea that per- 
haps the four-season opening of men’s 
shoes is wrong; animated discussion 
brings forth the opinion this four-sea- 
son idea should be encouraged and that 
the Fall season should be broken into 
two seasons, early Fall to be opened 
August 15, shoes of the lighter Fall 
weights and leathers to be featured at 
this time. A later opening of the 
heavier types and grains will then fall 
some time between October 15 and No- 
vember 15. The assembly noted the 
difficulty of fixing a definite date for 
such an opening and suggested local 
groups of retail merchants should fix 
the date for local Fall opening and 
promotion. 

George Geuting offered the sage ob- 
servation that four clearance sales, 
each at the end of a given season, are 
better than two prolonged clearance 
sales. 

George Hess refreshed retailers’ 
minds with a keynote of the previous 
meeting, “Sell them a third.” Retail- 
ers report success of this very good 
idea, and suggestions for “third” for 
Fall are in order. What will it be? 
Nominations include a nappy leather 
type in plain toe, a further vogue for 
the crepe rubber-soled shoe which is 
selling so well now, a wing tip vogue 
pattern in nappy leather in combina- 
tion with brown calfskin, and a two- 
eyelet Monk ‘pattern and the new En- 
glish square toe influence. 

[TURN TO PAGE 38, PLEASE] 
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NORWEGIAN CALF 


Support and comfort — those twin qualities which 





give Norwegian its universal appeal — are not the 
exclusive perquisites of gentlemen who prefer 
brogues. In lighter weights — with dainty perfor- 
ations, and a sueded back that asks for no lining 
— Norwegian is still Norwegian to fastidious wom- 
en. Truly, Norwegian is the universal leather. 


A. F. GALLUN & SONS CORPORATION, MILWAUKEE, WIS. 





GALLUN LEATHERS 


ALWAYS STANDARDS OF EXCELLENCE 
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An Evolution in Footwear Fashions 


[CONTINUED FROM PAGE 36] 


The afternoon session featured a 
presentation of actual models shown by 
Howard Vining. These shoes, to be 
illustrated in subsequent issues of 
BooT AND SHOE RECORDER, show a de- 
cided custom trend, with obviously 
shorter foreparts and extreme custom 
detailing. What are the fitting quali- 
ties of this type of shoe? Retailers 
thrashed it out thoroughly and decided 
that with ordinary care it can be fitted 
properly, and that inasmuch as it is a 
shoe for the younger man little diffi- 
culty is anticipated. Consensus had it 
that this shortened forepart will be 
accepted in plain-toe models and that 
it seemed like a good style angle in 
light of the fact that a trimmer looking 
shoe is called for with the smoother 
type of fabric for suitings which will 
be worn for Fall. 

After such a meeting one point is 
obvious: Here at last is a great oppor- 
tunity in retailing. This field is de- 
cidedly open for new thought, new 
ideas, and new details, and there is a 
decided acceptance of a wide variety of 
types, leathers and colors. 


The Children's Style Meeting 


The children’s style meeting on Mon- 
day had a large and representative at- 
tendance of shoe retailers from various 
sections of the country. The meeting 
outlined a general survey of the trend 
in children’s styles for Fall. The trend 
seems to be toward the health and 
comfort of the foot, whereas before it 
stressed the style of the shoe. The idea 
brought forward at this meeting was 
to concentrate on and feature correc- 
tive and preventive shoes in the future 
instead of stressing style alone. For 
the first time there was a clear distinc- 
tion made between corrective or ortho- 
pedic shoes and preventive shoes. 

At the close of the meeting a mo- 
tion was made and carried for a na- 
tion-wide contest for a slogan on chil- 
dren’s shoes, pertaining to the thought 
that children’s shoes are “Outgrown 
Before Outworn.” This contest will be 
restricted to salespeople only through- 
out the retail shoe trade. 

The members of the children’s shoe 
trade are optimistic about the coming 
Fall, particularly if the suggested sales 
policy is followed. 





Play-Deck Sandals . 


Los ANGELES, CALIF. — Play-deck 
sandals in very coarse canvas, bril- 
liantly colored, bright red predomina- 
ting, are theeting with favor at Bull- 
ock’s-Wilshire premier department 


store. The pattern most popular is 
made up with a patch at each side of 
the foot with wide strap attaching 
them above the instep. The heel is 
completely open as is the toe and the 
heel is low. A very wide strap encircles 
the ankle. 

Another play-deck number is some- 
what similar in design, but in off-white 
canvas with firm looking kid lacing on 
the vamp. This number is slightly less 
open and has a broad T-strap. 

Over in the men’s sports department 
is a very striking -number in chamois 
colored buck. The extremely smart ap- 
pearance comes from the contrast be- 
tween the chamois color and the very 
dark, wide flanging, highly finished 
and highly polished soles. The entire 
upper of this shoe is perforated with 
pin-size perforations. 


Charles R. Gift Dies 


INDIANAPOLIS, IND.—Charles R. Gift, 
for many years owner of a shoe store 
here at 942 Massachusetts avenue, 
died recently after a long illness. Dur- 
ing his illness, Mrs. Gift assumed 
active management of the store. In 
early life he was connected in the 
shoe business with his father in Mun- 
cie, Peru and Frankfort, Ind. He was 
73 years old. The widow survives. 


‘near Westlake avenue, 


Blue, Chicago's First Choice oo 


CuHicaco — The Easter parade in 
Chicago was a feast of beauty for. the 
eye, and an augury of good: dmen for 
the shoe trade. The bright, sunsHiny 
day brought out untold thousands of 
paraders to display their new Spring 
wear. The trend of the season is in- 
dicated by the shoes worn by the so- 
cialite, Mrs. John R. Winterbotham, 
who, the newspapers said, was the 
most attractive woman among the 
throngs at the fashionable St. Chrys- 
ostom’s church on Michigan avenue. 
She wore a pair of blue slippers with 
low heels. Blue was the predominant 
color in the parade. 


Footwear Modeled by Film Stars 


SEATTLE, WASH.—A unique display 
in Seattle is that of sparkling shoes, 
newest Spring footwear modeled by 
leading lady “film stars” of Hollywood 
in effigy—with crowds attracted by 
the unusual window of life-size man- 
nikins and footwear. 

In a brilliantly illuminated window 
near Nisley’s shoe store on Pine street 
Seattle, are 
the large group of the most famous 
film stars in the Hollywood firmament, 
clad in the newest Nisley shoes which 
give further brilliance to the attrac- 
tive display. 

Everyone’s favorite is represented, 
and the large cloth dolls, built along 
the height and dimensions of the stars 
themselves, with fidelity to facial de- 
tail as well as hair coloring—although 


1935 


the hair is composed of novel strands 
of silk as near as possible to the color 
worn by the prototype—are extremely 
true to life. 

There is a centerpiece of Joan Ben- 
nett, as she appears in her current 
film, correctly shod with the shoes 
from the Seattle store mentioned. 
There are Kay Francis and Joan Craw- 
ford, looking extremely lifelike and 
ready to smile at crowds that watch 
their shoes and the neat placard in front 
of them; and there are Mae West, 
Marlene Dietrich, Claudette Colbert 
and Norma Shearer, among others, in 
the large window of movie mannikins 
which provides a screen star for 
everyone’s taste. 


A Victory for Prior Art 


[CONTINUED FROM PAGE 21] 


ward the same idea set forth in earlier 
patents relating to the same art, or use 
earlier knowledge to produce substan- 
tially the same type of product. 

“I have refrained from considering 
the question of infringement, as claim 
2 of the patent in suit is clearly in- 
valid. 

“A decree may be entered in favor 
of the defendant dismissing the com- 
plaint on the merits, with costs.” - 

In a suit for infringement, the 
patent is evidence for the patentee to 
the extent of raising a prima facie pre- 
sumption of its own validity and throw- 


-ing upon the defendant the burden of 


proof to’show its invalidity, if he ean.’ 
On the other hand, the burden is upon 
the patentee to prove the infringement 
which he charges. 

In both of these cases the back- 
ground of “prior art” defeated the 
action brought for alleged infringe- 
ment. The interesting thing about 
these cases is the fact that up to the 
time of the suits it was generally ac- 
cepted that both patents were valid. 
If the judge had ruled in favor of the 
plaintiff, he might have granted an 
injunction to prevent continuance of 
the infringement and he might have 
brought out the point of recovering the 
profits which the infringer had de- 
rived and the damages, if any, in ex- 
cess of the amount of these profits, 
which the plaintiff may have suffered 
from the infringement. 

As the cases now stand, they may be 
appealed and taken to the United 
States Circuit Court of Appeals. 

Most people consider patents as being 
only the beginning, for until they are 
litigated and judiciously sustained, or 
have had long continued public acqui- 
essence, the general feeling back of any 
patent is that it must be able to stand 
after battle in the courts. 

The obvious conclusion in these cases 
is that “prior art” is a victor in most 
cases and that inventive ingenuity is 
so wonderful a thing that it is usually 
years ahead of the process of use. 





BOOT AND SHOE RECORDER, May 4, 1935 Page 39 





EXCELSIOR Zr 
a New Fage -- 


@ Shoe merchants who have enjoyed connections with this company 
for nearly 50 years will be pleased to know that Excelsior has 
become a subsidiary of The Selby Shoe Company under the name 
“Excelsior Shoes, Inc.” for purposes of expansion and new growth, 
as well as continued service on our established lines. 


@ Manufacture of Excelsior’s popular Betty Ann custom tailored 
Oxfords for Growing Girls and Women and our regular Boys’ 
and Official Boy Scout lines will proceed, with more aggressive 
merchandising support to dealers. 


@ In-Stock service on these lines will be stepped up to accommo- 
date the increased activity in this department, which is now oper- 
ating at the highest levels in our history. 


@ In addition, Excelsior Shoes, Inc. will shortly announce an 
entirely new line, inspired by Selby style and merchandising 
instincts which have never failed to gauge the public taste or to 
develop markets in which dealers can sell shoes in volume at a profit. 


@ Details of sensational interest to shoe retailers will be announced 
‘this month. 


Gen. CMetf 


EXCELSIOR SHOES, Inc., Portsmouth, Ohio 


e@ Subsidiary of The Selby Shoe Company @ 
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Foot Health Gets “Tremendous 
Impetus” 


[CONTINUED FROM PAGE 25] 


the observance of Foot Health Week, 
opened the week with a full two-page 
spread in the “Detroit Free Press.” 
The spread was the result of coopera- 
tive advertising of a dozen leading shoe 
stores dealing in orthopedic shoes or 
corrective fitting work. 

Typical of the week was a general 
lack of interest in Foot Health Week 
by stores which did not specialize in 
these lines, or at least have a depart- 
ment devoted to it. As a result, obser- 
vation in the middle of the week indi- 
cated, the benefits of the week’s special 
publicity went generally to a‘ few 
stores. 

This was not true of neighborhood 
stores, however, with many smaller 
stores working along with the idea of 
the special promotion through window 
cards and interior displays. No special 
circulars came to light in a casual sur- 
vey of the smaller stores, but some 
were probably used by local merchants. 
It was in the downtown stores that 
business was confined to the stores 
which specialized in health angles in 
shoe selling regularly; this, of course, 
included most of the larger stores 
which had such departments, and in- 
volved cooperation from the general 
department store shoe men as well. 

A meeting was held some weeks in 
advance by the Detroit Retail Shoe 
Dealers’ Association to consider plans 
for the Week. Ideas were exchanged 
by shoe leaders, but no attempt was 
made to adopt a standardized plan. 
Detroit shoe men are great individual- 
ists, and discussions of plans results in 
sharp differences of ideas, all in a 
friendly spirit, and a mutual helpful- 
ness that still results in much success- 
ful diversity of merchandising policy. 
The use of the newspaper advertising 
was a repetition of an idea which 
worked out very successfully a year 
ago. 

A dozen stores worked together on 
this venture, each one using some ad- 
vertising space featuring shoes appro- 
priate to the week and service equally 
appropriate. The large “Free Press” 
ad appeared in the society section. In 
addition, other shoe advertising was 
used in other sections of the paper, and 
in the other two Sunday newspapers, 
but in no such volume. 

Nathan Hack, president of the 
Detroit R.S.D.A., directed the cam- 
paign, and was a leader in promotion 
of the week at the Hack Shoe Company. 
Designing of the general two-page 
feature was the result of committee 
activity headed by Hack. Two-thirds 
of the space was paid advertising, and 
the rest was devoted to copy on shoes 
written by staff writers of the paper. 

A radio program by the Hack Com- 
pany on Tuesday was devoted to the 
subject of Foot Health Week. Dr. 
Morton Hack, chiropodist, delivered the 
radio talk. 


Arch Aid Boot Shop, operated by 
J. E. Temple in the Drs. Weiss foot 
health parlors, went on the air with 
two announcements over radio station 
WMBC daily for the week. These just 
announced the week generally and re- 
ferred to the new location of the Arch 
Aid store. 

R. H. Fyfe and Company adopted a 
novelty, instead of the conventional cut 
of a shoe and the use of some copy on 
“just foot health.” “Fyfe’s Recipes for 


Healthy Feet” appeared in a two 
column advertisement, sixteen inches 
long. 


Boston, Mass.—Boston merchants, 
with some important exceptions, did not 
display the same enthusiasm over Foot 
Health Week which they manifested 
last year—not because of any feeling 
that its usefulness has waned, for they 
are all heartily in favor of it, but sole- 
ly because it followed too closely on the 
heels of Easter week. In fact, it was 
so close that advertising of necessity 
was run on Easter Sunday, traditional- 
ly poor day to talk footwear in the 
newspapers. On the other hand, how- 
ever, merchants are fairly well agreed 
that it would have been even poorer 
policy to have postponed this educa- 
tional promotion and run the risk of 
interference with the sale of whites. 

In spite of all this, the week was 
opened with a radio broadcast from 
Station WEEI, delivered at one o’clock 
Monday afternoon, by Dr. J. C. Lely- 
veld of Rockland, Mass., in which foot 
health and the wearing of proper shoes 
were strongly emphasized; and several 
Boston stores took space on a pro- 
motional page run on Sunday by 
The Boston Post. These included the 
Thayer, McNeil Co., Filene’s, Jordan- 
Marsh, Coward, Walsh’s Shoe Shop, 
Holson’s Shoe Co., J. L. Esart and the 
Solby-Bayes Co. There was also a co- 
operative advertisement by a score of 
podiatrists, and well displayed editorial 
material under the following heads: 

“This Is Foot Health Week—Give a 
Thought Now To Those Feet of Yours 
and Prevent Them Causing You 
Trouble,” “Guard Children’s Feet,” 
“Are You a Bunion Sufferer?—Proper 
Treatment and Correct Shoes Will 
Cure Them,” “These Simple Exercises 
Will Build Sturdy Feet,” “Corns May 
be Cured” and “Foot Health Week 
Hints.” 

Cards announcing the arrival of Foot 
Health Week appeared in the windows 
of only a few stores. None of the 
participating stores, again with a few 
exceptions, had made arrangements for 
any intensive follow-up of their adver- 
tising. 

The Thayer, McNeil Company got 
good results from a window display of 
their feature shoe in a wide range of 
patterns, flanked by cards picturing the 
foot benefits to be derived from wear- 







ing correctly shaped and correctly fitted 
shoes. They had previously advertised 
an invitation to their store for all those 
having foot trouble. 

Jordan-Marsh devoted one of their 
Summer street windows to a display of 
men’s correct-type shoes, with cards 
describing the various features making 
them desirable. E. W. Burt and the 
Walk-Over stores had Foot Health 
Week cards in their windows; and 
Filene’s had a large table display of 
one of their feature brands on the sell- 
ing floor of their women’s high-grade 
department. 

While many merchants felt that this 
year it would be sufficient for them 
merely to identify themselves somewhat 
perfunctorily with Foot Health Week, 
it is significant that those who followed 
through, even with the weather and the 
closeness of Easter against them, 
nevertheless were encouraged by the 
interest shown by the shopping public. 


New Bill Introduced 


LANSING, Micu.—A bill has been 
introduced into the state house of rep- 
resentatives by Charles F. Haight, 
known as the chiropodist bill. Under 
the proposed measure, it would be un- 
lawful for the shoe retailer to pursue 
his accustomed method of caring for 
the feet by supplying such appliances 
and arch supports as he finds needful 
to correctly fit his customers. 

The Michigan Retail Shoe Dealers 
Association expresses itself, through 
Robert D. Murray, secretary, as strong- 
ly opposed to the measure. The asso- 
ciation believes that the proposed law 
might be interpreted in such a way as 
to state that orthopedic shoes could be 
sold only on prescription. 








Increase in Hosiery Sales 


Cuicaco—I. Miller & Sons are find- 
ing it increasingly easier to sell three 
pairs of ladies’ hose in place of the 
traditional one pair of former years. 
Since the sheer styles have reached 
such large volume, Miller’s finds it 
easy to sell an extra pair merely by 
using the time-honored suggestion of 
having the extra pair handy in event 
of the inevitable run. Now the box 
of three pairs, at a slight discount per 
pair over the single pair, accounts for 
the bulk of volume during special 
sales or seasonal offerings. Right now 
blue, copper, and new shades of taupe 
are most in demand. 





"Snap" Sandals in Pasadena 


PASADENA, CALIF. — “Snap” sandals, 
subject to lightning change, are being 
shown at the F. C. Nash Company 
store here. The entire upper portion 
of this number consists of straps and 
it attaches by means of little snaps at 
the sole. The customer may buy her 
uppers in red, blue, black, or white and 
inter-change them at pleasure to match 
any costume worn. In most cases two 
pairs of uppers are being sold with one 
pair of soles. 
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TURN PASSERS-BY INTO 
PROFITABLE CUSTOMERS WITH 








AFTER: And here is the Berland Shoe Store of today, smart, modern, bursting with sales appeal 
and business-drawing impressiveness, thanks to a new Pittco Store Front. Berland Shoe Stores, 
Inc., own the patent on the attractive projecting sign shown in the picture. 


It Pays To “‘Modernize Main Street” with a Pittco Store Front! 


The National Housing Act was passed to assist you in remodeling your store. This Act sup- 
plies funds for store im provements, nares only your promissory note as collateral. We recom - 


mend that you retain a local ar design an attractive front for your shoe store, and, if 


necessary, apply for NHA funds to Raaane it. Our representative will gladly help you negotiate 
the loan. 








lT TCO 


Bron FRONTS 


metal. praud 
_—— OF 


PITTSBURGH 
PLATE GLASS COMPANY 


Pittsburgh Paint 
Products 


Polished Plate 
Glass 


Tapestry Glass 


Carrara Structural 
Glass 


Pittco Store Front 
Metal 


Pittsburgh Mirrors 

















BEFORE: Here is how the site of the pres- 
ent Berland Shoe Store in Nashville, Tenn., 
appeared before being remodeled with a new 
Pittco Store Front. 


GOOD-LOOKING, modern 
Pittco Store Front catches 
the eye of potential customers im- 
mediately, invites them into your 
shoe store, says to them, in effect, 
“Here is a progressive merchant . 
a good store to patronize.” 

This business-drawing, profit- 
increasing power of Pittco Store 
Fronts is not theory, but solid fact, 
proved time and again in actual 
test. And what could be more satis- 
factory, financially, than remodeling 
your shoe store with a Pittco Store 
Front which usually pays for itself 
in a short time by the increased 
profits it brings you? 

You need complete information 
on Pittco Store Fronts. So clip the 
coupon below for a free copy of our 
book ‘“*How Modern Store Fronts 
Work Profit Magic”. It gives you 
all the facts, contains numerous 
photographs of Pittco-remodeled 
stores of many types and sizes, fur- 
nishes construction costs for fronts 
pictured, and indicates resulting 
business increases. 


Pittsburgh Plate Glass Company, 
2394 Grant Building, Pittsburgh, Pa. 

Please send me, without obligation, your new book 
entitled “How Modern Store Fronta Work Profit 
Magic”: 


Name 





Street 





City 
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Down on the Rio Grande 


to Bs is a treacherous proposition. The 
only salvation is the long Summer sea- 
son. Watching the stock close and 
keeping the investment relatively small, 
one can manage a fair stock turn. Ex- 
press charges are fairly heavy, running 
around 10 cents a pair, yet Mr. Ash- 
heim finds it more profitable to pay 
the express company than to have too 
much stock on hand or to lose sales by 
having the goods come by freight. 

Over in Simmonds Booterie, G. L. 
Simmonds related the good feeling ex- 
isting among the local shoe men—how 
they occasionally buy a page ad collec- 
tively and advertise Harlingen for 
shoes. Each man feels that the more 
spent in town on shoes, the better it 
will be for all, so their idea is to keep 
shoe money in the city. 

Simmonds has been here three years, 
and features narrow-fitting shoes. Now 
for the lowdown: “Retailers who stayed 
with sizes and widths and did a real fit- 
ting job are reaping a harvest of sales. 
Frankly, that’s where we’ve stayed, 
consequently the fitting job we are do- 
ing is giving us plenty of free advertis- 
ing. 

Hard-to-Fit Customers 


“This Spring a line of 6 As on a $9 
shoe walked right out, for there are a 
world of hard-to-fit customers here, as 
everywhere. The novelty business is 
fine, but the minute the next fellow gets 
a hotter number the trade shifts fast. 
This three-man store is kept busy all 
the time fitting feet, and the delightful 
part is the steady growth of apprecia- 
tion among our men and women cus- 
tomers. We are doing business the 
easiest, simplest, most obvious way— 
just good shoes, fitted right and sold 
right.” 

People from all over the country are 
either visiting or settling in the valley, 
asserts M. E. Deakin, who himself 
came from Wichita Falls in 1927. His 
endeavor is to work up a trade which 
appreciates good shoes and good treat- 
ment and “to weed/out the people who 
try to take all my profits and all my 
time through unjust complaints.” So 
far he has been quite successful. 

Two main factors in keeping this 
store going in the past three years is 
the devotion of a great deal of time to 
merchandising and window problems, 
or “having what they want, then telling 
them about it in the windows.” The 
management realizes the tremendous 
amount of retail shoe competition in the 


valley for the number of people to be’ 


served, so knows that he has a real job 
cut out for himself. This does not 
worry him greatly, as he believes that 
this section, with a normal weather 
break, has no limit to the possible retail 
shoe business and that a bad freeze, as 
experienced this Spring, is only a tem- 
porary setback. 

A ready sale for nationally advertised 


[CONTINUED FROM PAGE 23] 


shoes is being felt by W. O. Brown, 
who has his Peacock Shoe Salon in a 
ready-to-wear store. Even though 
business is down a little with him, he 
finds it easier to sell named shoes at 
$8.50 rather than unnamed shoes at 
$6.50. This is due to the interest in 
pattern shoes and to the customer ap- 
preciation of the better quality as well 
as the reputation of the brand. 


Stick to Quality Goods 


What the independent shoe man must 
do to keep going is pretty well outlined 
by D. A. Puryear, whose shoe store is 
in McAllen. “In this town there are 
many cheap shoes sold. A general or 
department store can shoot prices and 
get away with it, but if a regular shoe 
store wants to keep in business it must 
stick to quality goods and quality ser- 
vice. Service has many definitions, 
however. Right here customers expect 
a shoe store to do a good fitting job. 

“The town is in good shape, perhaps 
better than any valley town, so with 
customers buying better shoes more 
freely, retailing is somewhat easier. 
When people had a limited amount of 
money to pay for shoes they were fussy 
about all sorts of things. Now that 
they are buying better merchandise, 
they are buying easier and happier. 
Six dollars is our best price in a $3.95 
to $10.50 range.” 

One retail shoe man here in McAllen 
believes that he has solved a problem 
that has been bothering shoe stores 
everywhere, that of disposing of odds 
and ends in a small town. William M. 
Bailiff found he had some 400 pairs of 
odd shoes at the end of March. Some 
of these shoes were Fall and some were 
early Spring shoes. He felt he could 
not run a sale at this time of the year 
without wrecking the prestige of his 
own store and possibly upsetting the 
good shoe business in the other stores 
in town. Furthermore, he did not want 
the cheap Mexican trade coming into 
his store. His solution was to hire a 
vacant store in a popular-priced loca- 
tion and run a sale. Announcements 
that Bailiff’s Shoe Store had moved 
their odd lots to this store and that 
the regular store had a house full of 
new Easter shoes had the desired effect. 
Other shoe men have come to Bailiff 
asking him to continue the sale store, 
taking some of their merchandise on 
consignment. 


Stocks Foot Appliances 


Like plenty of other good shoe men, 
Bailiff takes his shoe selling in a pretty 
serious manner and says he tries to 
have the right shoe at the right time 


and at the right price. The store car- 
ries a big stock of foot appliances and 
both he and his assistant are graduates 
of the School of Practipedics. A file of 


nearly a thousand Pedo Grams is the 
basis of the store’s mailing list. 

Up over the desert to Laredo, with 
the ‘thermometer in the car registering 
from 100 to 106 all the way. The first 
call we made when we got in town was 
at the postoffice, not for mail but to see 
the newly appointed postmaster, Mrs. 
I. Goodman. Mrs. Goodman was for 
many years in the Guarantee Shoe 
Store with her husband, and it was the 
training she got there that qualified 
her for this highly important interna- 
tional postoffice job. 

The Guarantee Shoe Co.—I am now 
quoting Mr. Goodman—lost a little 
money in the 1932-1933 period, but for 
the past fifteen months it has been 
showing a fairly steady profit gain. 
Since moving to a new 100 per cent 
corner location, quite a pick-up in the 
better grades has been noted. The 
store is now concentrating on women’s 
shoes, but Mr. Goodman feels that, as 
the tide has turned, he may go back 
to a family shoe store. That, however, 
is a thought for the future, as he ex- 
presses himself that the only way the 
small man can give service is by con- 
centrating on one type of shoe, then 
broadening out as conditions warrant. 


Individual Merchant's Opportunity 


There is still plenty of chance for the 
individual retailer, especially so be- 
cause he can watch his stock and his 
trade and keep his “last pairs” moving 
out. This store is going forward by 
buying shoes which show a profit. 
Every shoe in the house is a salable 
shoe with no “window merchandise.” 

According to Mr. Goodman, Laredo is 
developing quite fast and will soon 
make up the lost Mexican trade. New 
oil fields around the city mean that a 
considerable amount of money will be 
spent here over a period. Then, too, 
Mexico is making a strong bid for the 
tourist trade and the only hard road 
going into the interior of Mexico goes 
from Laredo. 

At the Aug. C. Richter, Inc., depart- 
ment store, Jim Richter conceded quite 
a little tendency toward better shoes in 
the women’s department. He admitted 
that the store had been rather slow in 
following this trend, due to the fact 
that they wanted to be sure that it was 
a trend and not a flurry. There was 
considerable horse sense in his state- 
ment, “The trouble with Laredo is that 
too many people are looking for con- 
ditions in Mexico to get better, and for 
the money to return to its old rate of 
exchange. They should be looking for 
developments right in our own country. 

“We are hitting the good medium 
grades in shoes, having put in some 
high style merchandise to retail at 
$8.50, patterns that will not be shown in 
any other line. Our biggest job was to 

[TURN TO PAGE 66, PLEASE] 
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GaTELY SHOPS, INC., Detroit 
A recent Grand Rapids installation 





GILT EDGED INVESTMENT 


Here are a few extracts from letters received: 


The effect of our modernizing was felt at once. Volume in- 
creased 28%.” 


“Expenditures have justified themselves many times over — a 


Grom all parts of the country, from very profitable move on our part.” 


large cities and small, come reports of merchants "We feel that merchants can benefit themselves very much by 
modernizing their stores.” 


who have “modernized for modern business,” and pees ; aii ; 
Believe expenditures for modernization brings corresponding 


found that it paid in an immediate increase in sales return in profits and we have felt more than justified in making 
this investment.” 


volume and profits. “This has proven profitable and a splendid investment.” 


We have in our files the letters from which these —_ Follow the leaders — modernize your store as they 


quotations are taken, as well as many similar ex- are modernizing theirs. Don’t handicap your business 
pressions from merchants who have called on us to success with an old-fashioned, inadequate, colorless 

: : ; store interior. . . . No obligation incurred, when 
bring their stores up to date, and who tell us the you ask us for further information on our store plan- 


investment was sound. — ning service and equipment. 


, GRAND RAPIDS STORE | MAIL THIS COUPON TODAY 
* EQUIPMENT COMPANY * | cross neice sem touimencae 


Grand Rapids, Michigan 
Main Offices and Factories: Please send us further information on your 


Store Planning Service and Equipment. 
Grand Rapids, Michigan 











Name_ ____Address___ 








Branch Offices and Representatives in Principal Cities City. State 





When writing advertisers please mention Boot and Shoe Recorder 
















































“We see you found out 
that Surpass is tanning 
BROWN and BLUE, now, 
as well as Black !“ 


These are days when business is realizing a change from the 
: declining sales of the past few years to a market of increas- 
ing sales and purchases. After months of careful study and 
: approach, Surpass is making a contribution to the profit 
potentials of shoe retailer and shoe manufacturer alike by 
the tanning of a Brown and a Blue Glazed Kid that live up 
to the best standards of Surpass Black Glazed Kid. Dupli- 
cating in every way the consistent uniformity and the firm 
textured, silky grain that have always been outstanding 
characteristics of Surpass Kid, our new Colored Glazed 
Kid, as beautiful as it is when it leaves our finished stock 
room, is made, as Surpass leather always will be made, “to 
improve in beauty with the finished shoe." 


URPASS 


BROWN (4) 


AND 


BLUE 


as well as BLACK 











% Shoe Manufacturer 


% Shoe Retailer 
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Significant Changes 


[CONTINUED FROM PAGE 35] 


(c) Oxfords featuring kiltie, ghillie and shawl tongue ef- 
fects (sports and tailored) 

(d) High riding ties with U or open throat including 
Theos. (formal and tailored) 

(e) Side ties (sports, tailored and formal daytime) 

Many of these types feature a d’Orsay line to accentuate front 
height. A very important type that does not come under this 
high-cut classification is the one eyelet or two eyelet tie. It 
often carries a tongue to give the high-cut effect. (For general 
daytime and formal.) 

2. Straps and sandals, including: 

(a) Empire type with open and closed shank (sports, for- 
mal, daytime, tailored and evening) 

(b) New variations of the broadstrap, low-riding, high- 
riding, also sabot effects (tailored and sports) 

(c) Plain and T-strap sandals (formal daytime and eve- 
ning) 

(d) Straps that fasten with laces (tailored and sports) 

3. Step-Ins and pumps, including: 

(a) Glove-fitting gore pumps of various height, front or 
side gore (tailored and formal daytime) 

(b) Colonial effects (tailored and formal daytime) 

(c) Spat-pattern pumps (tailored and formal daytime) 

The classic opera pump continues but the probabilities are 
that it will not increase in volume over last year’s sales. Trimmed 
pumps are cutting into the business of the classic operas 
(tailored and formal daytime). 

4. Monks, including: 

(a) Classic monk (sports and tailored) 

(b) Side buckle effects with and without tongues (sports 
and tailored) 

(c) Peasant types derived from monk shells (sports and 
tailored) 

(d) Jodhpur lines (sports and tailored) 

Note: The prevalence of the high-covered instep has renewed 
interest in the gypsy seam. 

In the drafting of all of these patterns the proportions of the 
design areas must be considered in relation to the new last 
measurements. Natural proportions are accentuated yet flattered 
by these pattern designs. 

Important themes in pattern design for the coming season are: 

1. Use of simple, classic shells, often unadorned, to dramatize 

the last and shoe silhouette. 

2. New developments of “blended” patterns (composites of 

two or more basic pattern themes). 

3. Continued acceptance of native, peasant and period ideas. 

4. Growing popularity of new strap patterns with unusual 

adjustments. 


TREATMENTS 


Trimming treatment becomes more and more an_ integral 
part of the pattern design and less and less an applied decora- 
tion. There is a general trend to use fastening, adjustments 
and simulated adjustments to give pattern interest. These are 
functional in the design and lend a simpler appearance to thie 
pattern. Treatments more than any other part of the shoe 
carry out actual fashion influences. 

This year there are two widely divergent types of fashions. 
Influences under these two classifications which will influence 
shoe treatments are: 

Man-tailored vs. Dressmaker Details 
Rugged Peasant Influence of the Masses vs. Feminine Period 
Influence of the Classes 
Natural, Primitive vs. Sophisticated, Elegant 
Tweeds vs. Silks 
Lower Heels vs. High Heels 

Specific fashion influences that may develop in terms of shoe 
treatments are: 

More material, more yardage in the actual costume reflected 
in the use of plaitings, shirrings, turned back cuff effects 
and tongues. 

Classic Grecian and Hindu dress silhouettes—draped, and 
assymetric treatments, 
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in STYLE for FALL 


Peasant and costume period motifs. 
Harness detailed belts and bags. 

Complete simplicity of treatment is coming in as a means of 
dramatizing new lasts and heels, and to accentuate classic 
leathers and smart colors. This trend has already reached 
volume in welt types. 

Stitchings are extremely important— 

Two types, fine, massed or all-over, and heavy harness 
stitchings. 

Multi-color and bright color stitchings are growing in 
popularity. 

Braidings and Stripping are also being used extensively— 

Tubular braidings 

Silk braidings 

Soutache braid 

Leather braiding and stripping 

Pinkings and Pipings are important to accentuate the line of 
the shoe. 

Lacing and Thong Stitching is used on more rugged types. 

New Tip and Fox treatments continue to be important. 

Perforation is largely confined to tailored and sports shoes. 

Cordings and Weltings to carry out harness ideas. 

The gypsy seam treatment is often accentuated by stitching, 
piping or welting. Pipings of gold, silver or luster leathers 
carry out the bright and shiny touches and uses of metal in 
the costume. 


COLORS 


Dark elegant colors vie with dark gypsy colors in the apparel 
picture—one for the town scene, the other for the country. 
The tendency has become more pronounced this past year to 
feature town clothes in these dark colors that carry out a 
theme of elegance, and to make the more brilliant gypsy colors 
an important note in sports and country clothes. Shoes, with 
other accessories may match, contrast or harmonize with the 
costume itself. The ensemble contrasts are becoming bolder, 
more daring, which explains why shoes in more daring color 
effects have sold in all price ranges this Spring. 

Outstanding color influences for Fall are: 

Black used with color in the ensemble. 
Endorsement of new tortoise, amber and ginger browns by 
leading couturiers. 





Mixed colors in tweeds of as many as three to five con- | 


trasting threads. 


Glistening and glittering metallic, cellulose or cellophane 


weaves on plain woolens. 


Greater importance of gypsy colors in felts and velours | 


for hats. 

Sports colors of great intensity taken from native, Oriental, 
peasant and aboriginal inspiration. 

Dark fruit colors in pure silks and velvets. 

Identification of these influences with shoe colors: 

Black shoes in montone or with restrained touches of color 
are extremely important for fifty per cent of sales volume. 

Brown will have great importance—it should at least equal 
its sales of last Fall. The browns of this year do not look 
black by artificial light. Those endorsed by the Textile 
Color Card Association fall into two groups—dark, true 
shades, and those having a tawny or lively cast. 

True Browns— 

1. Indies, the deepest shade advocated—staple, volume 
and high style. 

2. Marrona, a chestnut shade—staple, volume and high 
style. 

Tawny and lively Browns— 

1. Ginger, lighter than Marrona, with yellowish cast— 
smart, high style. 

2. Praline, lighter than Marrona, with reddish cast— 
smart, high style. 

3. Bourbon and Swagger, two russet shades, especially 
suitable for tailored and sports shoes. 

Marine Blue has unusual fashion importance for early 
selling, because of the interest in blue tweeds. It will 
also have its usual strong place as a carry-over color. 

The general interest in color in costumes and accessories has 


| 
| 
| 
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TEMPERED LEATHER FIBRE IN 


heels 


increases the sales appeal of shoes. It answers the 
demand of women for the smart, colorful, durable, 
alluring built-up heels advocated by authoritative 
shoe designers and stylists. Jenkins’ “Naturo” leather 
fibre looks and finishes like leather—provides light- 
ness without sacrificing safety—assures substantial 
production economies — has the elegance of solid 
leather heels—broadens sales and profit opportunities 


FOR SHOES IN YOUR PRICE CLASS 


FINISHED NATURAL FOR WHITES— DARK FOR BROWN—IN TONES TO MATCH THE SHOE 


%€ REGISTERED 
U. S. PATENT OFF. 


Shoe dealers, manufacturers 
and those specializing on heel 
production, acclaim the devel- 
opment of “NATURO” leather 
fibre for built-up heels for 
daytime wear. 


Style the heel 


i as you style the shoe 
iil] for greater sales and profits 


iil | i 


GEC RGEOJENKINS COMPANY 
BRIDGEWATER: MASS- 


Manufacturers of 
ITE IVORY FIB 


WH 
“NATURO''— AND ALL aria LEATHER FIBRES 
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SHU-MILK 


The Most Widely 
Advertised White Shoe 


Cleaner in America 


¥ 
‘ prea, ANN 


* tne 
— = Ue Minncadeils " 
Bt : eS | 


- The Busi Gribune . 





ne 


115 BIG DAILY NEWSPAPERS 


The AMERICAN WEEKLY 
GOOD HOUSEKEEPING, COSMOPOLITAN, 
PHOTOPLAY, TRUE STORY, HOLLAND'S, 
NURSING AND HOSPITAL PUBLICATIONS 


and NOW 
A GROUP OF POWERFUL 
RADIO STATIONS of the 
COLUMBIA NETWORK 


. Feature SHU-MILK—the white shoe 

cleaner that brings customers into 
YOUR STORE—that guarantees them 
SATISFACTION — and brings them 
back again. 
Your wholesaler will supply you most 
attractive display material—a perfect 
tie-up with the consumer advertising 
now appearing. 


ORDER ONE OF THESE FREE GOODS 


DEALS from your WHOLESALER 
TODAY! 





One size only 





“DOUBLE YOUR MONEY 


National Distributors 






WALTER JANVIER, INC., New York, N.Y. 
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-brought a very real interest in all-over shoes in color, and also 
in touches of bright color as trimming notes on dark shoes. 
For this reason five Oriental colors were included on the color 
card: 

Oriental Oxblood, Araby Green, and Hindu Rust are ex. 
cellent versions of the dark gypsy colors, suitable for 
all-over town and country shoes. They may also be ac- 
cented by bright colors, or combined with dark basic 
shades. 

Desert Sun and Persian Amber are specifically chosen as 
trimming colors. 

Promotions on Oriental Oxblood as a general accessory color 
began this Spring—shoes, bags and hats of this exotic shade 
are worn with many costume colors. 

Araby Green is very likely to develop in the same way if the 
anticipated demand for green and green mixtures develops in 
Fall costumes. 


LASTS 


It is still incumbent upon the retailer to educate his sales 
force on the selling factors in lasts as they contribute to com- 
fort and appearance. 

Modified toes of this season are definitely not the modified 
toes of other seasons. There have been improvements in lasts 
in the last few years. Little new changes in lasts are expected. 
However, there is a tendency toward fuller toes. The prevail- 
ing influence toward a fuller toe takes two forms in new last 
design: 

1. A refined modified shape, with receding toe. 

2. A round toe usually referred to as a sandal last, but in 

every instance the short coupling is continued. 

Characteristics of new lasts are: 

Natural measurements. 

Wide swing in forepart. 

Short coupling. 

Barrelled top with full measurements through bal! without 
increasing sole measurement. 

The Fall Report for 1934 mentioned a new type of square- 
toed last. This last was first introduced in shoes derived from 
native and peasant types and has voluine acceptance today in 
the field of sports shoes. A new development of the square- 
toe last carries a high heel (17/8 io 20/8 heel) and is being 
promoted for formal daytime and evening wear in connection 
with the Oriental themes in costume design. 

All of these new square-toed lasts incorporate the characteris- 
tics mentioned above and are not to be confused with former 
so-called square-toe lasts. 

The Hindu theme in dress design has created a flurry of 
interest in very low heeled lasts, with some high-fashion promo- 
tion of heelless shoes in Paris and New York. While this 
extreme in style has great significance as an influence toward 
lower heels, it has no importance for general volume acceptance. 


HEELS 


Low heels of various heights supply extra pair sales. hie 
most extreme fashion is always shown first, to launch a change 
in fashion, and the extremely low heel, 10/8, has been the 
means of crystallizing a new trend. There will be continued 
interest in 10/8 heels, but it is expected that volume will be 
on the 12/8 to 14/8 range which should be widely promoted for 
tailored and sports wear. 

Heels from 18/8 to 22/8 remain in the style picture as an 
extreme from these low heels. There is an opportunity to 
promote shoes for formal daytime wear on these heel heights, 
to complement such daytime costumes as the formal, fur-trimmed 
coat, or the dress of silk, velvet or fine light wool. 

The volume heel height throughout the country, for general 
wear, will probably be 15/8 to 18/8, just as it has been for the 
past few seasons. 

Designers have been working on new heel shapes as well as 
new heel heights, and there are several interesting new devel- 
opments to be launched for Fall, worked around the heels 
12/8 to 16/8. 

New shaped lower heels with heart and kidney shape top!ift. 
Low spooled shapes. 

So-called flats and heelless slippers of Hindu and Persian 

inspiration can be promoted by merchants who watch the ac- 
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ceptance of the Hindu and Grecian dresses for évening wear in 
their communities. It is suggested that this theme be used in 
connection with boudoir and lounge footwear promotion. 

Beveled heels in heights 16/8 to 21/8 are being introduced 
in connection with the Oriental square-toe lasts. 


MERCHANDISING AND PROMOTION 


Merchandising is one thing and promotion quite another, 
although they are closely allied. Of recent years there has 
been a good deal of confusion concerning these two terms. 

Merchandising means the actual apportionment of a budget 
to contain so many shoes of a given type at a given price, 
in order to achieve a balanced stock. 

There are two developments in merchandising that are of 
great importance. 

One is the gradual abandonment of the policy of buying for 
an entire season at a time, the recognition of the fact that 
fashion changes occur rapidly, that a month-to-month program 
stands a better chance of success than a_ season-to-season 
program. 

The other is a recognition of the importance of leaving a 
certain proportion of the budget open for new fashions that 
may develop suddenly. 

Promotion, at its best, is salesmanship—the thing that moves 


out the stock in the store. It includes: 
Advertising 
Display 


Training of salespeople 

It means the bringing home to the customer of the funda- 
mental qualities of the shoes that have been bought—the trans- 
lation into her consciousness of the reasons why the buyer 
thought that these shoes had a place in his stock, whether 
these reasons are based on fashion, comfort or construction. 

In order to insure proper promotion the buyer must first of 
all buy his stock with its selling possibilities in mind; he must 
then work closely with his advertising department, his display 
department, and above all, with his clerks, to make them thor- 
oughly understand his ideas. It is then the business of these 
departments to pass the information on to the public. This is 
true promotion, at its best—the thing that moves a store’s stock. 

A misuse of the term “promotion” has come about through 
the great emphasis that has been placed on price during the 
last few years. Too often “promotional merchandise” has meant 
special purchases, bought to sell at a price, and basing their 
appeal on price alone. These price promotions have their place, 
but they have nothing to do with the problem of promoting the 
entire stock, which is a vital, and in many cases, a neglected 
part of every business. 


Los Angeles Style Trends 


Los ANGELES, CaLir.—Ben Willens, buyer for the 
women’s shoe departments at The Columbia, reports 
a good demand for palm beach street sandals. One 
T-strap pattern in grey palm beach with kid-covered 
heel and kid-saddle trim has proved especially popular, 
but the same pattern has done well also in blue 
gabardine. Coolness stands out all over this number. 

Another number already moving out rapidly is a 
four-eyelet white kid with six conspicuous mesh panels. 
This is another number where coolness has primary 
consideration. Incidentally, this number also comes 
in blue and in brown. 

A three-eyelet tie in brown kid featuring a medium 
width patent saddle decorated with parallel strippings 
in braid has made a hit this Spring, Mr. Willens states. 

Mr. Willens reports also a nice demand for a certain 
white buck spectator with alligator trim in brown, the 
reptile including fox, heel, toe and wide-perforated 
strap. 
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“PEDS TURN 
ELEG VOGUE 
TO EXTRA CASH! 


Seven out of ten women going barelegged at home—that’s what 
surveys show! More and more women abandoning stockings 
for summer sports, dancing, street wear—despite the fact that 
bare feet next to shoe leather are frankly uncomfortable! Now 
Peds, Hollywood’s “shoe-hi” stockings, take that discomfort out 
of the bareleg fad and sell on sight to the millions of women 
who go barelegged. No wonder Peds more than doubled their 
volume each year! No wonder stores everywhere reorder fast 
on this profit-building solution to the bareleg vogue. 


For Cool, Dainty 
Feet Women Everywhere 
Now Wear 


PEDS 


Worn With Stockings 
To Save Hosiery! 


PEDs protect feet from the blis- 

tering heat of shoe linings— 
keep shoes free from perspiration 
and that “sticky” feel that women 
loathe. And thousands of women 
and girls wear Peds instead of 
anklets that bind across the instep 
and around the ankles. Worn over 
or under stockings, Peds keep 
hosiery feet from wearing out and 
save hours of tiresome darning! 
Think what big year-round volume 
this non-competitive item means 
for your store. 








SMOOTH FITTING 


Do Not Sh 
SS ae ee ELASTIC EGGE 


Above Shoe Tops 


Peds are cut and tai- 
lored to fit smoothly, 
without bulk — another 
selling point that makes 
Peds popular with 
smart women. Put them 
on your counter with at- 
tractive display material 
supplied FREE with 
your order and watch 
Peds sell! 


“BOOM” DAYS STARTING, ORDER NOW! 


Though Peds are a steady-selling, year-round item, summer is the peak 
season! Be ready to meet 1935’s bigger demand built up through national 
advertising campaign now in swing and get your full share of Peds’ 
sensational sales! 

Merce. Lisle, Retail at 20c Pure Silk, Retail at 40c¢ 
Super-Lisle “6 “« §6©30¢e All Wool “ “« 50c 
Suntan or white. Sizes 8 to 10%. Packed one 
dozen to a box—one size, one color, one quality. 


RICHARD PAUL, Inc., Dep:. E-60 


Cooper Bldg., Los Angeles, California 


162_N. State St. 130 W. 42nd St., Suite 809 
Chicago, III. New York City 


VENTILATED 
NON-SLIP HEEL 





31 N. 13th St. 
Harrisburg, Pa. 






















PERFECTION PUMP 


by 
Fred A. Mayer Shoe Co. 


Milwaukee, Wisc. 









of vans hed 


A major part of the production of the Fred A. Mayer Shoe Company is in Perfection Pumps, made 
on their nationally famous #999 pump last. And a major point in their consistently uniform quality 
is the Evans Kid Leather of which they are made. Perfection Pumps are carried in stock in sizes 2 to 
10and widths AAAAA to C— in both Seamless and Regent patterns in Evans Black [Ruby] Kid — 
and Evans 101 Brown. Tannage of John R. Evans and Company, Camden, New Jersey. 


OTHER FEATURES OF PERFECTION PUMPS... a specially constructed steel shank extends beyond 





the breast, under the heel seat — anchored with a screw which goes through the heel seat and into the 






heel — keeps the shoe firm and in shape — guards against loosening heels and breaking of heel flaps. 











“Compo men’s cemented 
welts have made thou- 
sands of satisfied custom- 


ers for us..” Fez Gade 


And no wonder — for Compo Men’s Cemented Welts are neater, trimmer, 
better in every way than shoes made by other methods. Reports from 
the twenty Adler stores in New York City say that “This most recent 
Compo development has added greatly to the ease with which Adler 
Shoes usually sell.” This experience is typical, and similar reports are 
made by thousands of shoe merchants throughout the country. . . . If 
you are not familiar with the many advantages of this improved type of 
men’s footwear, it will pay you to investigate. . . . Already these shoes 
are an established success with demonstrated “repeat” value. They are 
featured and carried in stock in many of the most prominent nationally 
advertised lines. If you are interested in a source of supply write us and we 
will send a list of factories licensed to manufacture genuine Compo Men’s 


Cemented Welts. Compo Shoe Machinery Corporation, Boston, Mass. 


Now available with light or heavy soles — with close or 
wide extension edges. They fit better — are more flexi- 
ble—and they just can’t develop those“peely”soles which 
result from channel nuisance. 


Gmp MEN'S CEMENTED WELTS 


TRADE MARK 


A Decided improvement in Men’s Shoes 


if, 
Wye 
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NOTES from a 
Hunter’s COOKBOOK 


AUSTRALIA, Tuesday: Kangaroo flesh can 
not be satisfactorily served up by “plain 
cooking.” I sincerely promise, however, 
that even a tyro can convert Kangaroo 
into a delectable dish with this RECIPE: 


Skin a clean, freshly killed Kangaroo so as not to 
injure the epidermis, placing the skin and flesh in 
separate piles. Thoroughly season and dry the 
skin. Pound the flesh with a mallet until its fibres 
are crushed. Send the skin to America to one of 
the tanneries of the Surpass Leather Co. (Phila.), 
the Richard Young Co. (New York), or the Ziegel 
Eisman Co. (Boston). Dice the meat with native 
herbs, and boil slowly over a wood fire. Take the 
tannery’s light, strong, pliable, glazed skin and 
have men’s shoes made from it. Give the stewed 
meat away. With the profit from your quick turn 
over of the Kangaroo street or dress shoes, buy 
yourself a Maryland fried chicken with waiiles. 


AUSTRALIAN TANNED IN 


KANGAROO AMERICA 


When writing advertisers please mention Boot and Shoe Recorder 
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Shoe Survey Committee Named 


Dr. Frederick S. Deibler, of Northwestern University Economics 
Department, Heads Group to Study Code Operation 


WASHINGTON, D. C.— Appointment 
of a three-man committee to make a 
survey of all phases of the boot and 
shoe industry with reference to opera- 
tion under its code and to report, with 
recommendations, to the National In- 
dustrial Recovery Board was announced 
last week by NRA. 

Members of the committee are: Dr. 
Frederick S. Deibler, Chicago, head of 
the Department of Economics at North- 
western University; Walter R. Pea- 
body, New Brunswick, N. J., profes- 
sor of economics at Rutgers University 
for 12 years and executive secretary 
of the American Tariff League, and 
William H. Brown, Buffalo, N. Y., vice- 
president and comptroller of Reming- 
ton Rand, Inc., and formerly manager 
for Price, Waterhouse & Co. 

Many complaints have come to 
Washington to the effect that shoe fac- 
tories were finding it advantageous to 
leave various recognized centers, due to 
wage differentials and other factors. 
The present survey will be an attempt 
to obtain pertinent information through 
an investigation by an impartial body 
of this and other phases of the situa- 
tion in the shoe manufacturing indus- 
try, which may have a bearing on the 
future operation of the shoe code. 


Ohio Compliance Report 


Results of a compliance survey of the 
boot and shoe industry in Ohio were 
announced last week by the National 
Industrial Recovery Board. 

One hundred per cent of the 34 Ohio 
factories surveyed were found to be 
complying with the maximum-hour pro- 





Total number surveyed 


Complying with Code as to hours (100%) 34 
Complying with Code as to wages (91.2%) 31 


Violating Code as to wages (8.8%) 
Employing apprentices 

Employing part-time workers 
Handicapped workers 

Posting labor provisions 

Displaying Blue Eagle 

Reporting budget assessments paid 





HOT COMPETITION 


Seattle, Wash.—Leading shoe retailers of 
Tacoma trounced leading shoe dealers of 
Seattle in the recent conflict on the exclusive 
Earlington golf links. This was the first of a 


series of three golf matches for a trophy, the 
Tacoma shoe dealers defeating the Seattleites 
by a score of 20 to 10, Joe Desson of Tacoma 
registered a low gross of 87 for the field. 





visions of the code affecting their 14,- 
285 employees. Minimum-wage provi- 
sions were being complied with by 91.2 
per cent of the members of the indus- 
try there, the survey report showed. 
Although wage violations were found 


- in 8.8 per cent of the total number of 


plants operating in the Ohio area, they 
affected only two-tenths of one per cent 
of the total number of workers in the 
area. 

In one case of a wage violation only 
one worker out of 276 employed in the 
plant was affected and two violations 
affected 20 workers in one case and ten 
in the other. 

The survey report stated that vio- 
lating factories were small, in uncer- 
tain financial condition, and under “in- 
effectual management.” 

The boot and shoe compliance survey 
now being undertaken is nation-wide in 
scope. The report for Ohio is the sec- 
ond area report to be submitted. The 
first, which covered New England, was 
released earlier this month. This sur- 
vey is being conducted by the Regional 
Compliance Directors. 

A tabulation of the results follows: 


Factories Employees 
34 14,285 
(100%) 14,285 
(99.8%) 14,254 
3 (.2%) 31 
15 163 
g 30 
— 87 
29 — 
22 — 
26 — 








W. E. Wilson Heads 
Heywood's New York Office 


NEw YorK—W. E. Wilson has be- 
come associated with the Heywood Boot 
and Shoe Co., whose factory is at 
Worcester, Mass., as head of their New 
York office. 


W. E. WILSON 


Mr. Wilson has been a widely known 
representative in the men’s shoe field 
for the past 25 years, during which 
time he has been identified with a num- 
ber of leading men’s shoe houses, be- 
ginning his career in 1909 when he co- 
vered the South Atlantic States for the 
W. L. Douglas Co. Later he joined the 
sales force of the Boyden Shoe Com- 
pany of Newark, covering all of the 
Southern States. He remained with 
this company until its liquidation in 
1927. At this point he joined the sales 
force of the A. E. Nettleton Co., as- 
suming charge of their New York of- 
fice and the metropolitan district. 

His headquarters in New York City 
will be at the Heywood Boot and Shoe 
Company office, 475 Fifth Avenue. 


Atlanta Store Moves 


ATLANTA, GA.—Davis and McCarty, 
well-known distributers in Atlanta of 
Enna Jettick shoes, have moved from 
134 to 116 Peachtree Arcade Building. 
In their new location they are much 
closer to the Peachtree Street, or main 
entrance, to the Arcade. 
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Shoe Club Elects Beigel President 


Officers and Directors Chosen by New York City Trade Group— 
"Monte Carlo" Night Planned 


NEW YoRK—The Shoe Club, Inc., of 
New York, whose membership is com- 
prised of executives from the different 
branches of the shoe trade, both retail 
and manufacturing, held a meeting 






















SAMUEL G. STAFF 


Tuesday evening, April 23, et which 
three new directors were elected: Sam- 
uel G. Staff, vice-president of Julius 
Grossman Shoes; Harry S. Kushins, 
eastern manager of Blue Ribbon Shoe- 
makers, and Leo F. Praeger, president 
of Vincent Horwitz Slipper Company. 
They were elected for a three-year 
term. 

Another meeting was held Saturday, 
April 27, at whieh the officers were 
elected. Albert Beigel was chosen pres- 
ident, Frederick. Perlberg and Michael 
Miller were elected vice-presidents, 
William Monsees, secretary, Barney 
Fox, treasurer, and Thomas O’Brien 
sergeant-at-arms. S. G. Krivit of Boot 
AND SHOE RECORDER, was elected .chair- 
man of the Publicity Committee. 

A Monte Carlo night, with dancing 
and amateurs, will be held by the Shoe 
Club May 25, at the Hotel McAlpin. 
The committee in charge of the affair 
is headed by Barney Kimless and in- 
cludes Samuel G. Staff, Harry S. 
Kushins and Joseph Greenberg. 

The benefits derived from the affair 
will be used for the welfare work of 
the club. 


Edgar J. Sherman Joins 
Lipman, Wolfe & Co. 


PORTLAND, ORE.—Formerly with the 
men’s shoe department of Knight’s 
Shoe Store of this city, Edgar J. Sher- 
man has been appointed to the at- 
tractive new men’s footwear depart- 
ment recently opened by Lipman, 





Wolfe & Co., which is under the man- 
agement of Theodore Novak, buyer for 
the men’s furnishings section, which 
it adjoins. 





DARK LINEN SHOES 
FOR SUMMER 


DALLAS, TEXAS—Bert Eastman, shoe buyer 
for Neiman-Marcus Co., Dallas, says: 

"The biggest fashion story for the South 
in two years is the vogue of dark linen shoes 
to wear with Summer white and pastel frocks. 
We have pioneered this idea in Dallas, where 
we have such a long Summer, and women 
grow tired of their light shoes. These dark 
linen shoes are in brown, navy, blue and black 
with white piping to tie them definitely with 
white dresses. We think that they will con- 
tinue to be tremendous in sandals, pumps and 
oxfords, and will promote them with a new zest. 
We have had Koret make up hand bags to 
match them, and will run immediate adver- 
tisements, using both the shoes and their 
matching bags." 








U.S.M.C. Office Staff Get-Together 
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Louis J. Robertson Resigns 
from Bayer-Robertson Firm 


New York—Louis J. Robertson has 
resigned as president of Bayer-Robert- 
son Leather Corp., Inc., and ceased his 
active connection with the company, 
with which he has been connected since 
January, 1932. The firm is one of the 
outstanding tanners of reptiles and 
other fancy leathers. Charles L. Bayer 
is chairman of the board. 

Mr. Robertson, who has established 
temporary offices at 100 Gold Street, 
New York, says that he is not ready 
to announce definite plans for the fu- 
ture, but states that he intends to con- 
tinue in the leather industry, with 
which he has been identified through- 
out his business career. 

Mr. Robertson has been prominent in 
the activities of the Tanners Council of 
America, of which he served as chair- 
man of the board during the long and 
difficult period of code formulation. 


Orchestra Program a Special Feature of Celebration Held at Hotel 


Boston — The annual Get-Together 
of the employees of the Boston office 
of the United Shoe Machinery Cor- 
poration was celebrated with music, 
song and dancing at the Hotel Brad- 
ford on Wednesday evening, April 24. 
This was the fourth annual occasion of 
this character, and as in previous cele- 
brations the interest centered large- 
ly in the program provided by the or- 
chestra, made up entirely of fellow 
workers in the Boston office. 

This year’s program was even more 
ambitious than those previously at- 
tempted by the orchestra, but under the 
able leadership of Joseph G. Stout, of- 
fice manager, the orchestra conducted 
itself in a way that won the most en- 
thusiastic applause from the large 
audience which was made up of co- 
workers, their friends and relatives. 

An event of unusual interest was the 
march played for the first time in pub- 
lic, written by Mr. Stout and dedicated 
to the President of the Corporation, 
Sidney W. Winslow, Jr., a member of 
the orchestra, who contributes in a 
large measure to the success of the or- 
chestra by his performance :on the 
drum and traps. 

John S. Herrick, for many years as- 
sociated with the Boston office of the 
corporation, and now a well known and 
very popular radio soloist, contributed 
vocal numbers to the program, and 
Mrs. B. H. Bristow Draper gave a solo 
on the Theremin, a new electrical 
instrument, all of which were most 
enthusiastically applauded and who 
responded to encores. 

The orchestra is now composed of 39 
pieces and few amateur orchestras 
would have the temerity to attempt the 
type of program given at this concert, 


Bradford in Boston 


which included selections by recognized 
masters. 

The event is the culmination of a 
long ceries of rehearsals on the part of 
the orchestra and is annually antici- 
pated with pleasure by the entire force 
of coworkers. 

The members of the orchestra are as 


‘ follows: Violins, Richard M. Balzari- 


nin; Anna F. Cammick; Forrest C. 
Gates; Thomas A. Higgins; Louise B. 
Huebener; Mary C. Nolan; John W. 
Roberts; Bernice E. Smith; Edwin D. 
Smith; Harry R. Stanbon; Robert M. 
Stetson; Howard S. Whitlet; ‘/iolon- 
cello, Abbot H. Thompson; Bass, Addi- 
son M. Reeves; Clarinets, Leroy Far- 
num; Newton G. Loud; Lois I. Seifred; 
Flutes, Frank Cantelmo; Charles H. 
Tucker; Saxophones, H. Allen Baker; 
A. Everett Brandt; James F. Clifford; 
William A. Connell; John T. Keefe; 
Charles J. Markey, Jr.; Charles W. 
Ward; Trumpets, William H. Blair; 
Irving L. Brewer; Harry E. Getchell; 
Norman H. Hill; Trombones, Frederick 
B. Kershaw; Arthur S. Ward; Tuba, 
Lester B. Hooper; Percussion, Sidney 
W. Winslow, Jr.; Bells, John W. Cool- 
idge; Banjos, John W. Coolidge; Karl 
Kilburn; William A. Sprague; Piano, 
Hugh I. Blair; Ralph W. Hallett; 
George J. Perry; Vocalist, Henry L. 
McQueeney; Organ, George J. Perry; 
Librarian, John T. Keefe. 

George H. Knight, business manage’, 
and Arthur W. Moffatt, treasurer, were 
in charge of the various committees; 
Arthur M. Clarke, chairman ticket 
committee, and an efficient corps of 
ushers acted under George A. Kezn, 
Jr., chief usher. 

Major Charles T. Cahill was stage 
manager with Albert L. Neff in charze 
of properties. 
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Attractive Shop with 
"Seeable" Front 


Los ANGELES, CALIF.—Any person 
passing down Broadway in Los Ange- 
les and failing to see the new Nunn- 
Bush men’s shoes shop, would have to 
be blind and no mistake. 

This new shop, the first individual 
shop established by Nunn-Bush in the 
city, is located at 502 S. Broadway, 
and the feature of the front is highly 
illuminated white in a complete frame 
ot black. 

The entire front is of Carrara black 
glass, and the big sign in Gothic letter- 
ing above the awning box is in white 
Carrara glass highly illuminated by 
lights concealed in the top of the awn- 
ing box, the latter being of stainless 
steel. The black also completely sur- 
rounds the plate glass windows and 
when these windows are illuminated 
they stand out sharply in contrast to 
their black frames. 

The ceiling of the entrance recess is 
likewise done in Cararra glass and the 
floor in terrazzo, both carrying out and 
emphasizing the black and white motif. 

The window floors and window backs 
are in light oak paneling and serve to 
accentuate the contrast with the black 
frame. 

An idea worth noting by shoe men 
is the fact that by droppng the ceiling 
four feet, from a height of 18 feet to 
14 feet, the shop has been given the 
appearance of much greater width and 
the problem of efficient lighting has 
been simplified. 

The woodwork of the interior is in 
walnut richly finished. The ceiling is 
in off-white and walls done in four 
graduated tones of beige, each sep- 
arated from the others by metallic lines 
giving a modern effect. The broadloom 
carpeting is in four tones of green. The 
chairs are grouped club fashion, the 
greater number in plain walnut, but a 
few upholstered in red leather have 
been introduced to give color to the 
shop. The main sales room is approxi- 
mately 18 by 45 -feet with stock rooms 
at the rear. 

P. D. Quist, who has been manager 
of the Nunn-Bush department in the 
Harris and Frank store for some time, 
is the manager of the new shop. He 
is pleased with the location and states 
that the type of front is proving espe- 
cially effective in getting the eye of the 
public. 


Knee High Hosiery 


SEATTLE, WAsH.—Stockings without 
knees, or which show dimpled joints 
of the lower feminine members, are 
being popularized in this section. The 
new knee-high hosiery is being dis- 
played in striking poses by some of the 
shops, as Summer draws nigh. Exceed- 
ingly provocative, the new hosiery is 
receiving merchandising impetus as 
shapely limbs are depicted in the 
shorter-length stockings. 
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Lyn SeoR Paved 
Anti-Friction 























Friction is caused by two surfaces rubbing against S ja e e 


each other. In ordinary shoes, friction is — by 
hag he ae 9 and forth. The Anti-Friction The foot is kept in its proper position in 
the shoe and throughout the entire life 














of the shoe. 

The Patented Anti-Friction Tape is built into 
the shoe, goes around the foot, and is securely 
fastened to the upper at the eyelet row. 








The inside lip of the specially moulded inner- 
sole is regulated by the Patented Anti-Friction Tape 
which is adjusted by lacing the shoe. 











Made over “Combination” lasts which give 
better fit to more people than any other last ever 
modelled. 









































Arches vary, but the Dr. Geo. R. Davis 
Anti-Friction shoes fit them all. 


THIS MODERN SHOE 
With Its Impressive Sales History 


offers you a golden opportunity in a field that is broad, 
profitable and constant—building for you repeat busi- 
ness through style, comfort and quality. 


28 Styles IN STOCK 
for MEN and WOMEN 


enabling you with a small investment to cover the 
requirements of your trade—also giving you satisfac- 
tory mark-up and turnover—backed by cooperative 
advertising and dealer helps. 




















= 
To you, Mr. Progressive Dealer, we say, feature the 


GREATEST SHOE OF MODERN TIMES 


WRITE US TO-DAY FOR SPECIAL 
AGENCY PLAN FOR YOUR TOWN 




















BUILT-IN 
QUALITY 


FOR OVER 
55 YEARS 


‘THOMPSON BROS. SHOE 


FINE SHOEMAKERS 


BROCKTON 
CAMPELLO, MASS. 
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PUMP BY ENDICOTT-JOHNSON ; 
DISPLAYED ON FLEX-TO-FIT 
FAIRY LAST. 


¢ 


you. 


Northampton Paris Frankfort 
and France Germany 
Melb A Mexico City, Mexico 


MAKE SELLING EASIER 


Dress up your shoes with Fairy Forms. 
You will be surprised at the added 
smartness and character that these at- 
tractive forms lend to each pair. 


Fairy Forms will help you to sell more 
shoes and what is most important they 
will make each sale 100% easier for 


There is a Fairy Form for every type 
of shoe and they are available in all 
the popular colors. 


SHOE FORM CO., Inc. 


AUBURN, N. Y. 


Manufacturing Branches 
United Last Co., Ltd., Montreal, Canada 
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New Jarman Line 


NASHVILLE, TENN.—In a radio hook- 
up over Station WSM, the Jarman 
Shoe Co. on April 18, 10:15 p. m., for- 
mally announced to its representatives 
and dealers throughout the United 
States a new line of custom type shoes. 

In the principal address on the radio 
program, Frank Jarman, founder of 
the Jarman Shoe Co., emphasized the 
difference between a custom-built and 
an ordinary shoe, and declared that in 
placing the Frank Jarman Shoe on the 
market he Fad realized an ambition 
to make a m-type shoe to retail 
at a price . e men could afford to 
pay. The new shoe, by no means, takes 
the place of the Friendly line, Mr. 
Jarman stated, but “rounds out and 
completes our offering of shoes to the 
most exacting trade.” 

Other speakers on the program in- 
cluded W. M. Jarman, president; J. H. 
Lawson, general manager; E. T. Bump- 
ous, designer; C. W. Cook, advertising 
manager, and J. F. Burns, sales 
manager. 

Among the features of the new 
Frank Jarman Shoe, which is now be- 
ing shown by Jarman representatives 
throughout the United States, are: The 
shoulder channeled insole; styles with 
metatarsal support and molded insoles; 
styles with pegged arches; and some 

styles with specially treated insoles and 
outsoles for extreme flexibility. The 
uppers are stitched with silk thread, 
all tongues are leather-lined, all styles 








DATES. TO REMEMBER 


California Shoe Retailers’ Association 
Convention, Biltmore Hotel, Los An- 


NEES has ob scineS canes eee June 10-11-12 
Illinois State Shoe Convention, Leland Ho- 

tel, Springfield, Ill......... June 16-17-18 
Ohio Retail Shoe Dealers Association 

Annual Convention, Carter Hotel, 

Cleveland, Ohio ........... June 16-17-18 


Pacific Northwest Shoe Retailers Associa- 
tion Annual Convention, Multnomah 
Hotel, Portland, Oregon....June 17-18-19 

Boston Shoe Fair, Hotel Statler and 
Copley Plaza .....:......... July 8, 9, 10 

Michigan Retail Shoe Dealers Association 
Convention, Detroit... Jan. 12-13-14, 1936 





have spring-steel shanks with special 
grade insulating Valencia cork filler, 
and heel seats are fiber-nailed.. 





Coast Buyer for 
Montgomery Ward 


PORTLAND, ORE.— Formerly both 
buyer and manager of the main floor 
shoe department of Olds, Wortman & 
King, Frank Foster has been appointed 
the new Pacific Coast shoe buyer for 
Montgomery, Ward & Co. with head- 
quarters at Oakland, Calif., where he 
will be in charge of the buying for 
about 75. stores of the Ward system, 
now giving most earnest attention to 
the merchandising of shoes. 


Miller Store Modernized 


Kansas City, Mo.—The Miller 
Shoe Company, 1112 Grand Ave- 
nue, has remodeled and redecorated the 
interior of the store giving it the ap- 
pearance of an entirely new place. The 
walls and ceiling have been painted a 
light ivory shade with touches of pale 
blue and green and bright red outlin- 
ing decorative motifs that appear at 
wide intervals on the upper wall to 
give character to the expanse of light 
color. New shelving has been added, 
also new light fixtures and the show 
windows have been rebuilt. The floor 
where customers are fitted has been 
widened. This floor is two or three 
steps above the entrance floor. 

The downstairs department has been 
closed and business is concentrated on 
the main floor. An effort will be made 
to do more selling on the one floor from 
now on than was formerly done with 
two floors, according to James O. Mil- 
ler. Walk-Over shoes have been added 
and a very gratifying business has 
been done since taking on this line. The 
children’s department has been discon- 
tinued but some shoes for children will 
be carried. Business since the first of 
the year has shown a wonderful im- 
provement, Mr. Miller says. The Miller 
shop in the Country Club Plaza had a 

wonderful trade for Easter. The Satur- 
day before Easter was like the Christ- 
mas shopping season in that district. 
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* Chieago’s 
Newest 


FREE RADIO LOUD SPEAKER 

‘ In Every Room 

RY CIRCULATING ICE WATER 

rr In Every Room 

TUB BATH OR SHOWER 

GARAGE— - With Direct 
in hotel 


of) $2.00 .:. $2.50 
SINGLE 


HARRISON 
HOTEL 
HARRISON STREET 


(JUST OFF MICHIGAN AVENUE) 


Andrew C. Weisburg 


President 
ILLUSTRATED BOOKLET SENT ON REQUEST 
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Want Quicker Sales? 


THE B. B. 
SYSTEM 


of Finishing Upper Leathers in Shoe Factories 
Boston Mocking & Chemical Co. 








1935 
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Chain Store Efficiency 
records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in ecards or book ferm) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 


So. State St., Chicago, IIl. 





Discuss Store Management Problems 


NEw YorK—Orthopedic Shoe Stores 
Company, Inc., held a meeting of their 
eastern store managers recently at 
their principal eastern district store, 
29 West 35th Street, New York, to dis- 
cuss selling problems. The following 
store managers were present: A. J. 
Wagner, Cleveland, Ohio; G. C. Blair, 
Albany, N. Y., R. Nelson, Brooklyn, 
N. Y.; F. L. Cashman, Newark, N. J.; 
W. W. Nichols, Pittsburgh, Pa.; V. 
O’Reilly, 29 West 35th Street, New 
York, N. Y., G. J. Brower, 14 West 40th 
Street, New York, N. Y.; S. Baruth, 33 
West 46th Street, New York, N. Y.; 
F. D. T. Boule, Springfield, Mass.; F. 
G. Russell, Philadelphia, Pa.; W. K. 
Thayer, Boston, Mass., and A. F. Cun- 
ningham, eastern district manager. 

W. S. Foley, president of Orthopedic 
Shoe Stores Company, called the meet- 
ing to order. He addressed the group 
and led discussion on the topic, “The 
Duties of a Selling Manager.” Follow- 
ing Mr. Foley, T. B. Wright, president 
of Orthopedic Shoes, Inc., spoke on 
other phases of this vital subject. Still 
other angles of the manager’s selling 
duties were treated by H. C. Segur, 
sales manager, and L. B. Emerson, ad- 
vertising manager. Mr. Emerson used 
the new O. S. I. motion picture “The 
Road to Joyous Walking” to introduce 
his remarks. 

These talks were followed by an 


actual demonstration of the correct 
method to be used in handling a cus- 
tomer, in accordance with the “O. S. I. 
Standard Sales Procedure.” The actors 
and actresses who participated in the 
making of the motion picture “Why 
Don’t You Sell More Shoes” presented 
a typical sale from start to finish. 

The meeting was concluded with an 
extremely instructive talk by Mrs. 
Helen Kosek, stylist for Orthopedic 
Shoes, Inc. She pointed out how new 
models in the Ground Gripper, Canti- 
lever, Physical Culture and Dr. Kahler 
lines closely follow the modern style 
trend for low heels. She also proposed 
a method whereby a salesman would be 
able to offer a customer a shoe to com- 
plete the customer’s ensemble correctly 
and smartly. By this means, a sales- 
man would be in a position to suggest 
shoes that were not only correct as to 
fit and type, but also as to style. 

Individual conferences were also held 
with each store manager, during which 
his own special problems were analyzed 
and discussed. 

The success of this meeting has 
prompted’ executives of Orthopedic 
Shoe Stores Co., and Orthopedic Shoes, 
Inc., to plan a similar one for stores 
in the Chicago area, and another for 
the Pacific Coast managers. The West 
coast managers will probably meet 
some time in June. 


Takes on Dickerson 


Line for Coast 


SEATTLE, WASH.—Resigning as man- 
ager of the shoe department of The 
Bon Marche department store of this 
city, W. P. Lanigan has accepted the 
position of representing the Walker T. 
Dickerson Co. line on the Pacific Coast, 
with headquarters at San Francisco, 
where he had been some years ago shoe 
buyer for Hale Brothers. 


To Sell Shoes From Auto 


Cuicaco—Dan R. Wax, formerly as- 
sociated with Simon B. Wax, well- 
known shoe man, and his partner, J. L. 
Siegel, have recently opened a whole- 
sale business under the name of the 
Wells Shoe Co. Their warehouse is lo- 
cated at 1046 North Wells Street, and 
they will carry a floor stock of ladies’ 
novelty shoes and slippers which will 
be sold right from their automobile. 

Low overhead and careful merchan- 
dising will make favorable prices a 
characteristic of The Wells Shoe Com- 


pany. 


Correction 


A recent news item erroneously stated 
that Baxter Brigham had been appoint- 
ed buyer of boys’ shoes for the Syra- 
cuse unit of E. W. Edwards & Son. 
Mr. Brigham is the buyer of boys’ 
clothing and furnishings but not of 
boys’ shoes. 
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No. 905—Choc. 
Blucher. 
and 
set, 
side lea. top band. 
full leather soles, 
heel. In-Stock A-E, 


Elk 


No. 905 





Welt. 
Drill lined vamp 
uarter, Half grain gus- 
rain leather insole, In- 


Rubber 
6-12. Stock A-E, 6 
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DONT OVERLOOK 


- « available from Industrial Footwear—and in narrow widths! 
Mechanics, Garage Men, Dairy Men, Factory Workers, Policemen, Mail 
Carriers, and all others of nature’s 
a good shoe for the job—find in Chippewas real value and comfort. 
Our In-Stock Department makes a large stock in your store unnecessary. 


bl men who work, and want 





No. 900—Choc. Elk _ Welt. 
Seamless pattern, Drill lined 
vamp, Half grain gusset, 
Grain leather insole, Inside 
lea. top band, Two full lea- 
ther soles, Rubber heel. In- 


Two 


. 


Write for catalog 
showing com - 
plete line of 
Boots and Shoes. 





Vitality Sales Conference 


St. Loutis—The Vitality Shoe Com- 
pany held its semi-annual sales confer- 
ence at headquarters last week. After 
a successful Spring season, the sales- 
men came to St. Louis with an unusual 
degree of enthusiasm over the outlook. 
C. L. Hein, sales manager, states that 
they have every reason to feel that the 
Fall selling season will continue to 
show sizable gains over the correspond- 
ing period of last year. 

Vitality’s advertising plans for the 
coming season include schedules in 
Vogue, Ladies Home Journal, McCall’s, 
Photoplay and Good Housekeeping, 
supplemented by their usual trade ad- 
vertising. The list of Vitality salesmen 
follows: 

M. P. Bringardner, Michigan, Indi- 
ana; J. R. Burriston, California; R. C. 
Farrar, Missouri, Kansas, Oklahoma; 
J. W. Field, Tennessee, Alabama, 
Louisiana, Arkansas, Mississippi; C. 
E. Goodrich, Rocky Mountain States; 
W. J. Harney, Ohio; W. L. Jonakin, 
Virginia, West Virginia, Kentucky, 
Maryland; J. L. Locke, Florida, 
Georgia, North and South Carolina; J. 
G. Mazur, Illinois, Iowa; A. R. Moore, 
Minnesota, Wisconsin, North and South 
Dakota; Larry O’Connor, Eastern 
Pennsylvania, Washington, D. C.; A. 
W. Shaw, New England; H. E. Sum- 
mers, Western Pennsylvania; J. C. 
Thomas, New York State; A. K. 
Umphrey, Washington, Oregon, Idaho; 


M. A. Weiss, New York City, New Jer- 
sey; C. K. Wheeler, Texas; H. R. 
Rogers, style man. . 


When the Fleet's In 


SAN DIEGO, CALIF.—One of the pe- 
culiar phases of the men’s shoe busi- 
ness in this city, Russell Williams finds, 
is the great number of square to French 
lasts and plain toed shoes which top 
all other styles in point of sales week 
in and week out. He is selling these 
in all brown, all black and all white. 

The reason for this is that San Diego 
is a navy town and the navy men like 
the square toes and the plain toe styles 
because they are completely different 
from the issue shoes. Another pe- 
culiarity in this store is that there is 
always one window filled with all black 
shoes, in all grades from $5.00 to 
$13.50, while the other window is 
trimmed with a grouping of brown and 
white shoes. Navy men are only in- 
terested in black shoes, so a windowful 
makes the choosing easier for them. 


Color Ad on Blue Shoes 


SaLtTt LAKE City, UTAH—“Running 
pictures of two popular navy blue 
shoes, reproduced in blue in the adver- 
tisement, stimulated heavy sales on blue 
shoes,” states S. M. Soloman, buyer of 
the Paris Company’s shoe department, 
28 East Broadway. “Our shoe adver- 








CHIPPEWA SHOE MANUFACTURING COMPANY 


CHIPPEWA FALLS ee Oe, | 


tisement was part of a full-paged cap- 
tioned ‘We Have Those “Navy” Blues.’ ” 
The promotion was store-wide, display 
cases being lined in navy and compart- 
ments back of counters being trimmed 
with it to stress the importance of navy 
this season. 

“Later we followed with copy stress- 
ing navy shoes and showing 12 styles 
alternately turning in and out the 
length of the page. Sales on navy 
shoes have been exceptionally heavy 
because of these novel promotions and 
sales are running far ahead of black 
and brown.” 


George Sylvester Gardner 


Newport, R. I. — George Sylvester 
Gardner, for many years an employee 
of the T. Mumford Seabury Company, 
died April 20 at his home on Kay 
Street, after an illness of several weeks. 
He was born in Newport, a son of the 
late George S. and Mary Bryer Gard- 
ner, and had spent his entire life in 
Newport. For 40 years he had been 
bookkeeper of the Seabury store, and 
since the T. Mumford Seabury Com- 
pany was incorporated had been its 
secretary. He was a member of St. 
John’s Lodge of Masons and Coronet 
Council, Royal Arcanum. 

Mr. Gardner is survived by a brother 
William B. Gardner of New York, and 
a sister, Miss Susan Gardner, with 
whom he made his home. 
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VAUCHAN-TOWLE, on Vv 
WAKEFIELD, MASS. 





THE WHITEST WHITES IN STOCK 
SEND FOR NEW SUMMER BULLETIN 





M1886 White Kid ......cccccees $2.10 
R 1539 Patent Leather .......... 2.10 
R 4555 White Linen ............. 1.85 


24 Last, Full Round Toe, 11/8 Military Heel 
AA to C Widths 


Above Shoes Also in Stock with 
16/8 Cuban and 21/8 Louis Heel. 


Terms 2%, 10 days, Net 30. F. O. B. Factory 


HANNAHSONS-Haverhill, Mass. 
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SIMPLEX SHOE TREES 
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A Gentle 
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Sails for Japan 


PHILADELPHIA, Pa.—George H. Mc- 
Neely, Sr., of McNeely & Price Co., 
manufacturers of glazed kid, of this 
city sailed April 20 for Japan. Mr. 
MecNeely’s trip is in the nature of a 
good will visit, during which he will 
contact a number of houses with which 
his firm has extensive business connec- 
tions. He expects to be away about 
six weeks. 
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CuIcaco.—A goodly number of white 
straps and pumps are being sold at the 
swanky Jane Tiffany shop at 70 Madi- 
son East. Manager R. L. Redd, who 
was with Saks Fifth Avenue for sev- 
eral years, has been selling whites for 
the past month in this cold town by 
the simple expedient of suggesting to 
customers that they buy an extra pair 
of white shoes now while the selection 
is 100 per cent complete and the 
sizes are here. Often the suggestion 
that the customer buy a white of the 
same last and style as the shoe they 
are selecting for immediate use causes 
the cash register to ring merrily and 
the customer leaves with two pair of 
shoes instead of the usual one they 
originally came to purchase. 

And for some time now Manager 
Redd has been tempting the window 
shopper with a window of whites ex- 
clusively, so that when the salesman 
gets in his mild suggestion of an extra 
pair of whites, the seed has already 
been sown. The salesmen never at- 
tempt more than a polite suggestion, 
at the same time, of course, producing 
the size and style of model suggested 
by the one the customer has just pur- 
chased in the regular way. The fact 
that the salesman produces exactly the 
right size and model with the first 
showing is a powerful factor in clos- 
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Selling White Shoes in Chicago 





ing the extra sale. The customer is 
impressed, and the salesman’s time is 
conserved. 

Manager Redd does not stop here 
with the power of display and sugges- 
tion. The salesmen do not make out 
sales slips while the customer sits in 
the comfortable chairs and wait. They 
are escorted to the one sales billing 
machine located at the end of the hos- 
iery and accessory counter. 

Here the hosiery sales girl fills out 
the sales slip. She then picks up the 
left shoe and inserts a stocking of ap- 
propriate shade and politely asks the 
customer if she is interested in new 
hosiery. That is all. If the customer 
is interested, another sale is rung up; 
if not, the matter is dropped and the 
shoes wrapped and handed to the cus- 
tomer. 

Bows are sold by the same method. 
A bow of the proper contrasting color 
is quickly and deftly attached to the 
left slipper and held out for the cus- 
tomer to see and handle. It is as 
quickly removed and restored to its 
place in the show case if the customer 
fails to register interest. Manager 
Redd says, however, that this polite 
method of showing bows steadily re- 
sults in an average of eight sales of 
bows to ten pairs of shoes. 





Uniting Two Shops 


Los ANGELES, CALIF.—Mandel’s Fas- 
cinating Slippers, managed by H. C. 
Wolfson at 518 W. Seventh St., has 
united the Budget Shop next door in 
the same building with the main shop, 
giving the store a double-width front. 


Girls With the Oddest Job 








Miss Peggy Robertshaw and Miss C. Davies 
of Liverpool, claim that theirs is the oddest 
job in the world. All they have to do is to 
walk 12 miles every day in a new pair of 
shoes. Each attaches a pedometer to her 
leg. After their day's walk the pedometers 
are checked and the girls go home. They 
are testers of new shoes. Miss Robertshaw 
has walked 21,000 miles during her seven years 
with the firm. 





To Distribute Dalton Shoes 


St. Louis — The M. Goldman Shoe 
Company, jobbers of men’s popular 
priced shoes, has moved to 1330 Wash- 
ington Avenue and has changed its 
name to the Dalton Shoe Company. 
They are Saint Louis distributors of 
the Dalton shoe, made at Brockton, 
Mass. 


New Jaffa Catalog 


Los ANGELES — The Jaffa Company 
has published an unusually attractive 
catalog showing their complete line of 
Spring and Summer shoes. A striking 
cover design in four colors and beauti- 
ful illustrations throughout the book 
add to the distinctiveness of this cata- 
log. 


Turrell's 51st Anniversary 


SEATTLE, WASH.—The 5ist birthday 
anniversary of Turrell’s has just been 
observed by this pioneer shoe establish- 
ment with one of the most modern 
stores on Third Avenue, this city. It 
is a distinction of this fine store that 
it is one of the most modern of the sec- 
tion, as it looks back upon a history 
that has been written into the annals 
of Seattle progress. The pioneer store 
was one of the first shoe stores to come 
to Seattle, even before the spectacular 
gold rush to Alaska, through this port, 
which actually put Seattle on the map. 
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Spring Price Tickets and 
Window Backgrounds... 


Now Available 


Write for circular illustrating 


samples of tickets, and sales messages on dis- 


play cards. 
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Lavender and 
Green design on 
peach background. 


Pale Green 
Board; Dark Green 
and Yellow Design 


Available in all the popular denominations and blank 


tickets. 
1 dozen 25¢ 6 dozen $1.10 


(Check with order, please, unless C.O.D. preferred) 
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Merchants Service Department 
209 South State Street, Chicago, Illinois 


12 dozen $2.00 
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Rose Flower, Blue 
Mound and Bar, 
White Board. 
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1241 SHOE MEN 
CAME LAST YEAR 


There’s no secret about Hotel 
Sherman’s popularity with shoe men 
—they like the contacts they make 
there—they like the fine food—the 
comfortable rooms—the convenient 
location right in the Loop close to 
everything worthwhile—they like the 
fact that you can drive your car right 
into Hotel Sherman, and, of 

course, they like the 

moderate rates... y 


SH ERMAN - | 


1700 BATHS ‘rc 


CHICAGO 


HOME OF THE 
INTERNATIONALLY FAMOUS 





New Window Idea 


DeETROIT—F. E. Whitelam, display 
manager of R. H. Fyfe & Company, 
is introducing a new style of window 
trimming using beaverboard figures of 
women, about four and a half feet high 
—nearly life size. These are cut along 
the lines of mannequins, and are clothed 
with actual fabrics in current fashions, 
according to the type of window to be 
used. At present, one in blue for the 
last of the blue season, and one in even- 
ing dress are used, to be followed by a 
girl in riding costume. They are de- 
signed by the store’s own scenic artist 
who does all window background and 
similar art work, and the fabric is 
glued smoothly onto the flat beaver- 
board. The figures are real enough to 
give the desired effect in a window, and 
eliminate the expense of special manne- 
quins for each display. 


Opens Linen Shoe Shop 


New ORLEANS.—The D. H. Holmes 
Company, Ltd., has opened its linen 
shoe shop for the season and is featur- 
ing genuine white Irish linen and cot- 
ton pique with leather soles and cov- 
ered heels at the uniform price of $1.95. 
Shoes may be dyed any color desired 
for 50 cents extra. Styles offered in- 
clude cut-out sports ties, pumps with 
perforated kid trimming in swirl] effect, 
and pique nudist sandals. 


Opens New Shoe Store 

GREEN Bay, Wis.—George A. Seiler, 
well known in shoe circles throughout 
the west, has recently opened a new 


GEORGE A. SEILER 


shoe store at 210 Main street, Green 
Bay, operating under the name of 
Seiler’s. He is featuring an exceptional 
variety of smart shoes in the popular 
priced field. 

Mr. Seiler received his first shoe ex- 
perience with Cutler’s in Chicago, and 


he has been with the Sager & Juley 
Shoe Store of Green Bay for the past 
five years. 

This store is beautifully decorated 
in the new modernistic style that has 
been gaining such widespread popu- 
larity recently. The interior is done 
in a black and silver color scheme. 


First Round the World Passenger 


[CONTINUED FROM PAGE 28] 


ever stamp his name on a pair of 
shoes. James Means was also very 
much interested in a theoretical way in 
the development of aviation and was 
in close contact with Professor Langley 
and his work. 

In 1896 he went to work for William 
H. McElwain in Bridgewater as a 
“cub” superintendent. Mr. McElwain 
was acknowledged as the outstanding 
figure in the shoe world during his 
lifetime. Mr. Emerson joined the Dunn 
and McCarthy organization in 1904, 
“without portfolio,” and is at present 
treasurer of the company. The name 
“Enna Jettick” is of his own creation. 

William McElwain Emerson, a grand- 
son of Mr. McCarthy, was born in 1908 
and entered his father’s business in 
1931, after having spent a year in Ger- 
many, upon completion of his course 
at Williams College. 

Little Billy was born Aug 5, 1933, 
and is shoe-conscious from birth. 
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EVANS’ SLIPPERS 
Hand turned — Cement 
Padded Sole 
For Men, Women, Children 
77 Styles in Stock 


Send for Catalog 
No. 1605, 


A 
A 


Padded sole 
opera 

Tan and Black, 
6-12 D, 


L. B. EVANS’ SON CO. 
Wakefield, Mass, 
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Dancing Shoes and Taps 
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TAP 
DANCE 





Stock 


BLACK CALF 
PAT. LEATHER 


Women’s 
A-B-0 2% - Misses’ 
$1.5 A-B- 3 WW - 2 


OWENS SHOE Co. 


man OS 
—— 28 Goodhue St., Salem, Mass. ——— 











White Shoes More 
Popular This Year 


Des MOINES, IA.—White shoes are 
making their appearance in Des 
Moines shoe stores in large numbers 
during the week after Easter, but the 
concerted drive for the white shoe 
business is set for Sunday the 28th. 

Few white shoes were seen in the 
Easter parade except by the men pa- 
raders. All-white shoes are being 
largely adopted by men locally for 
Summer wear, according to W. E. 
Beall of the Florsheim store here, 
secretary of the Des Moines Retail 
Shoe Dealers. In general the shoe busi- 
ness has kept up remarkably this 
Spring. Fifty-eight shoe stores or shoe 
departments are now doing business in 
Des Moines, according to a check made 
recently by the association. 


¢ 
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What the Shoe Ads Are Saying 


[CONTINUED FROM PAGE 32] 


Unseasonable weather conditions and 
the delayed Spring has unfortunately 
resulted in many post-Easter clearance 
sales, which are now being advertised 
in some of the big cities. This is not- 
ably true in New York, where the 
papers carried many clearance ads dur- 
ing the week following Easter. With a 
great many stores heavily stocked with 
shoes bought for early Spring, such 
sales are by no means surprising, for 
retailers are naturally desirous of turn- 
ing this merchandise into money before 
the Summer selling season, thereby re- 
ducing carry-over stocks to the mini- 
mum. On the other hand, the RECORDER 
believes it is wise policy to avoid the 
word “clearance” and to refrain from 
playing up price reductions because of 
the demoralizing effect which such 
early clearances are likely to have on 
the orderly progress of the season’s 
merchandising. 

Prominent stores like Thayer Mc- 
Neil, of Boston, Fyfe’s of Detroit and 
many others featured National Foot 
Health Week in their advertising last 
week, while retailers in other cities 
joined in cooperative advertising to 
proclaim this event. Said Thayer Mc- 
Neil: 

“We are observing Foot Health Week 
with a display of our famous PLASTIC 
SHOES in our West Street window 
and throughout the store. If you are 
having any foot troubles—be sure to 
visit Thayer McNeil’s this week—and 
let us fit you to the right shoe for 
YOU.” 

Under the caption “7 Keys to Com- 
fort,” Walsh, of Boston, said in a foot 
health advertisement featuring Arch 
Preserver Shoes: 

“1 . . . heels are two widths nar- 
rower than the ball of the foot, giving 
you perfect’ fit throughout the entire 
shoe. 

“2... rigid, featherweight steel 
arch gives perfect, unfailing support. 

“3. . . special metatarsal support 
to prevent crowding and cramping of 
toes, nerves and blood vessels. 

“4... perfectly flat walking base 
across the ball to prevent ‘cupping.’ 

es . « nature’s own last ; 
but with the widest variety of styles, 
models, materials and trimmings. 

“6 . . . fitting by experts who are 
specialists in analyzing your particular 
foot troubles. 

“7 . . . the Walsh policy of pre- 
ferring to lose a sale rather than sell 
a wrong size.” 

“Fyfe’s Recipes for Healthy Feet” 
was the caption of a foot health ad by 
this store in Detroit papers, giving the 
following rules: 

“1—Wear shoes, expertly fitted, in 
lasts suited to the particular bone- 
structure of your foot. 

“2—Wear types appropriate to your 
various activities: for dancing, high 
heels—but for long walks, stick to 
lower, comfortable heels. 


“3—Relieve and correct any foot- 
problems by wearing shoes made 
definitely for ‘CONSTRUCTIVE SUP- 
PORT.’ 

“Fyfe’s recommend different shoes 
for different conditions—and provide a 
wide range from which to choose.” 

This week the RECORDER’s Field Edi- 
tor, Harry R. Terhune, who is now on 
the Pacific Coast, makes a survey of 
retail shoe advertising in that section, 
particularly the advertising of the Los 
Angeles stores, as carried in news- 
papers the week before Easter. To 
show the trend of retail advertising, a 
reflected in this survey and in adver 
tising appearing in newspapers in 
other cities throughout the country, 
we quote the following pertinent para- 
graphs from ads by representative re- 
tail stores: 

“Fashion Leaders for Easter—-Gude’s 
have them all—blue, white, white 
trimmed with brown or blue, fabric, 
kidskin, patent leather. 

“Spectator—Tailleur—dressy after- 
noon. Fashion with its flair for the 
utterly feminine—brings a revival of 
formal, feminine shoes for day wear. 

“Distinctive hand bags in smart 
complement to Gude’s footwear.”— 
GUDE’S, Los Angeles. 

“Color—Shoes take their color cue 
from the brightest Spring in years. 
and Philipsborn, always a ‘step ahead 
with the new,’ presents some real 
masterpieces fresh from _ fashion’s 
palette.” — PHILIPSBORN, Washing- 
ton, D. C. 

“Cool White—Four new models that 
prove that the smartest Easter ties 
wear perforations. At the top of the 
list come two versions of Walk-over’s 
breezy ‘Cabana,’ a white beau-buck, 4- 
eyelet oxford and l-eyelet tie. The 
air-cooled 2-eyelet tie is white buck, 
and the oxford, dotted with perfora- 
tions, white kid.,—THE BROADWAY, 
Los Angeles. 

“Shoes that put every costume on a 
new Spring footing—Get off on the 
right foot for Spring. We've planned 
for every costume the perfect shoe— 
styled for fashion and quality—made 
on lasts of character and comfort— 
and priced to give you our greatest 
shoe value of the Spring.”—FRANK- 
LIN SIMON & CO., New York. 

“White Basquette — the exclusive 
I. Miller weave—a light weight leather 
simulating basket weave—and it cleans 
perfectly—ideal for wear with Sum- 
mer knits, Summer wools, and Summer 
sport silks—in low and high heel 
models, it is offered in Miller’s favorite 
lasts.”—I. MILLER, Los Angeles. 

“Blue Aristocrats—Every ‘Blues Hit’ 
of Spring—Dashing Pumps, Clever 
Step-ins, Gorgeous Sandals, Swagger 
Oxfords, all keyed to Fashion an‘ 
thrift—a thrilling array, See them.”- 
BEDELL, Detroit. 

[TURN TO PAGE 71, PLEASE | 
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Many leading manufacturers are 


supplying their customers with smart 





new models of lightweight shoes 





made by this thoroughly practical 
method. 





Silhouwelts, for Spring and Summer 
wear, are made for men and women 
who insist upon quality, style 


and comfort. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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MRS. DAY’S IDEAL BABY SHOES 
Infante’ Soft Seles...0-8 
Intermediates =... 1-5 
Flexttle Herd Seles. .2-6 

Send for In-Stock 
Catalog 
MRS. DAY’S IDEAL BABY 
Locust St. Danvers, Mase. 
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TURN SOLE STRAPS 


PATENT LEATHER— 


Buckle or Button, 5 te 8 
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Button only, 8% to 12, 

ecard 1.00 

WAHM BRO. SHOE MFG. CO. 
Swansen and Ritner Sts. 
Philadeiphia, Pe. 
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A Summer Shoe Promotion 
[CONTINUED FROM PAGE 16] 


This store is loath to sell‘style with- 
out proper fitting, as that is considered 
here to be a most important part of 
the store service. This is fundamental, 
consequently there are sizes galore in 
all kinds of shoes. While patterns and 
materials are of tremendous impor- 
tance, it is elementary that in the final 
analysis, a sale is made or lost by hav- 
ing or not having the proper size. 

Featured prices will continue to be 
$8.75, $11.50, $14.50 and $16.50. This 
three dollar spread between price 
groups permits an opportunity to mer- 
chandise each group individually as a 
unit. Here the emphasis is on the 
$11.50 and $14.50 prices, with no price 
resistance whatever being experienced. 

Selling during the first three months 
of this year was heavy on dark shoes, 
with blue taking the lead. That being 
so and with the Summer or white sea- 
son right with us, we feel that May, 
June and July will constitute an ex- 
tremely strong selling season, due in 
a@ major part to our planned Summer 
promotion program. 
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DESCRIPTIONS OF SHOES 


ON PAGES 14, 15 AND 16 
PHOTO NO. | 
SPECTATOR SPORTS GROUP 


Left to Right—White buck oxford, English 
tan calf trim; also in Sanda cloth in black, 
brown and blue with self trim in calf. Very 
smart. 

Two-eyelet tie, white buck tip and collar 
of English tan calf, solid leather heel. Also 
with black calf. 

Tieless oxford fashioned of white Bucko, 
smart perforation designs, trimmed in gen- 
uine rust alligator. 19/8 custom built leather 
heels. Also in white buck with genuine Clipper 
Blue alligator and fawn Bucko with fawn alli- 
gator. 

Twin strap Monk. White buck, also in tan, 
blue and black Norwegian calf. 

Sport sandal, twin buckle strap of tan Nor- 
wegian calf, leather heel. Perforated through 
and through. Also in Clipper blue and white 
Mandrucca calf. 


PHOTO NO. 2 
FORMAL TAILORED GROUP 


Left to Right—Pouch Shoe with a Holly- 
wood accent. Has a concealed gore. White 
suede vamps and quarters are accented with 
pouches of Bark tan calf, Clipper blue black 
patent; white kid; then with Primrose yellow 
and Bark tan calf; Clipper blue kid with red 
suede; Clipper blue kid with white suede. 

Sabot strap, the 20/8 leather heel very im- 
portant. Developed in white with black and 
Bark tan calf trim and Clipper blue, together 
with an all white buck. 

Shawl tongue sandal with natural Irish linen, 
trimmed with Bark tan calf also made in white 
with Clipper blue and white with white. 

One-eyelet tie developed in same combina- 
tions as Shawl tongue sandal. 

White pump with black collar, tip, foxing 
and heel. Also accented in Clipper blue calf, 
brown calf and black patent leather. De- 
veloped too in fawn suede and Bark tan calf; 
Paris grey suede with black patent leather. 


PHOTO NO. 3 
LINEN AND FABRIC GROUP 


Left to Right.—Dressy two-eyelet tie, 
fashioned in rough linen blue with white silk 
kid trim; brown with white silk kid trim. 

Sabot tie, very well accepted as developed 
in Sanda cloth in white and blue with kid 
tip, foxing and heel smartly stitched. 

Linen tie, with strippings of white ribbon and 
a white linen heel. The colors are blue, brown 
and white. 

Afternoon sandal in white and string Rang- 
tang cloth, mass strippings of silk kid. 

Step-in pump of dark linen with white ac- 
cent. Brown with white; blue with white; 
white with white. All very successful. 


PHOTO NO. 4 
NOSEGAY PASTEL GROUP 


Left to Right.—Mesh tie, Primrose yellow 
with yellow suede mesh. Also in white, which 
is dyeable. 

Sandal for dressy afternoon and dinner 
wear. White suede. Also in pink, blue and 
yellow. 

Afternoon pump, striped Pastel Linen, 
which has all the pastel tones. 

White Rangtang cloth which is dyeable. 
The 18/8 and 22/8 heels are very important. 

Pastel on White Gazelle, also pastel pink 
and blue Gazelle, together with white and 
white silk. 
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PHOTO NO. 5 
ACTIVE SPORTS 
FLAT HEELS FOR PLANNED 
ACTION 


Top to Bottom.—Sport sandal, in brown and 
blue, red and white. 

Monk patterns developed in genuine 
Morocco. Turn back welt. Developed in 
brown and blue, also in red and white. 

The most important shoe development this 
season, the Swiss oxford made of Bucko calf. 
Stocked in brown and green; black and red; 
blue and white; blue and chamois; white and 
brown; white and red; white and blue. 

Moceasin Sport oxford with Darex sole, also 
with spike sole. Carried in brown and white; 
black and white; all-white; all-brown, all of 
which are in the elk-finish leathers. 

Ghillie in English tan calf with a low leather 
heel. Also in chamois and white Bucko. 





Store Modernizing 
Rings Cash Registers 
[CONTINUED FROM PAGE 30] 


Gives the store a better appearance 
without interfering with their effi- 
ciency. Air conditioning in the Sum- 
mer isa great aid to sales. Certainly 
a lady coming in out of a sweltering 
July day is in no hurry to go over to 
your competitors when your store is 
comfortably cool. Other retail stores 
have proved that an air-conditioning 
system actually does pay for itself in 
Summer-sales volumes. 

“There, are my suggestions for mak- 
ing customers out of the maximum 
number of women who enter your store. 
One more thing—your hosiery counter. 
Let’s put that in keeping with the rest 
of your store, replacing the old one 
with one of more modern design. .. .” 

This is about the conversation be- 
tween the owners of Berland’s Shoe 
Store in Chicago and Sobel & Drielsma, 
the architects, and describes the actual 
changes that were made in the store. 
Lighting fixtures were replaced with 
non-tarnishing, cadmium-plated _fix- 
tures, which are much more efficient. 
All projecting ornaments were removed 
to give free surfaces for decorations, 
which were done in terra cotta and 
yellow. A deep rust-colored carpet was 
laid to replace the old worn one, and 
modern chairs upholstered in chrome 
yellow were installed. Radiators were 
set back out of sight and, although the 
job has just been finished and no air- 
conditioning equipment necessary at 
this season of the year, ducts and 
grilles were set in place in readiness 
for the installing of a cooling system 
next Spring. 

The cost of the job ran to about 
$9,500, a large part of which was used 
on modernizing the exterior, but the 
owners report an immediate and grati- 
fying increase in their sales volume 
after the work was completed. The 
owners will give out no figures as to 
the actual increase in sales but suffice 
it to say they allow the architect to 
quote them among his well-satisfied 
clients, and when a merchant says that, 
he can leave no doubt about its 
meaning. 
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QUAKER 
CITY 
REGISTERED BROWNS 


Vv 


The big browns of the season 
are classic leather colors— 
rich, warm shades that do 
not look black by artificial 
light. Season after season, 
Quaker City has made and 
sold browns of this type, as 
reliable in color as in quality. 
For style, volume, and staple 
merchandise, specify: 


MARRONA 
Quaker City No. 24 
Vv 
INDIES 
Quaker City No. 26 








QUAKER CITY DIVISION 
ALLIED KID COMPANY 
519 West Huntingdon Street, - - Philadelphia, Pa. 


When writing advertisers please mention Boot and Shoe Recorder 



































































8g MRS er pe din ih tt 




















i i RR el i le hl el elie ad 


Riding Boots 


A AFF 8 FE PE ee 


(21) 
JUSTIN BOOTS TAs 


A COMPLETE LINE OF 
STOCK AND CUSTi OM MADEN 


Riding, Cowboy and Lace Boots 


Write for Catalog X 


H1 JUSTIN SONS Joe 











Two New Shoe Stores 


SANTA MONICA, CALIF.—Two new 
shoe stores opened here during April, 
the Crittendon-Hampton Shoe Store at 
1321 Third St., and Lee’s Smart Foot- 
wear at 1355 Third St. 

The proprietors of the Crittendon- 
Hampton store are A. R. Crittendon 
and J. R. Hampton. Mr. Crittendon 
for years has been employed as a sales- 
man in the Smith-Robinson Shoe Com- 
pany store at 1347 Third St. Mr. 
Hampton is new in the shoe business 
but has a wide acquaintance in the 
Santa Monica Bay area. 

This store has a 16-foot front and 
a depth of 60 feet. The deep windows 
are by all odds the most brilliant lighted 
on the street. The woodwork is done 
in a rich mahogany finish matching the 
furniture. The floor is in green marble 
finish woodoleum. The store opened 
with three salesmen on the floor. A 
specialty is official nurses’ shoes, but 
shoes for men, women and children both 
in high style numbers and in more prac- 
tical, every-day numbers are stocked. 

Lee’s Smart Foot Wear is a small 
shop featuring popular price novelty 
numbers and belongs to Rosin Broth- 
ers who have come to the city from 
Erie, Pa. M. S. Rosin is acting as 
manager. There is a mezzanine floor 
in the neat little shop used for office 
space and stock room. 





Santa Monica Store Moves 


SANTA MONICA, CALIF.—The Santa 
Monica Bootery, newly incorporated, 
has moved from 1417 Third St. to 1449 
Third St. The new location is nearer 
the geographic center of the main busi- 
ness district. The new location gives 
80 per cent more floor space, modern 
type windows and attractive interiors. 
A 30 per cent increase in business is 
reported and a general grading up in 
price and quality is under way, accord- 
ing to M. Gardner, present manager. 
In the old location the store was known 
as The Vogue Shoe Corporation. 





” 


sell this new merchandise to our own 
store people, then to do an extra good 
window and advertising promotion. 
The Spring business has been very sat- 
isfactory. We are trying to do the best 
job we can with conditions as they are.” 

In sizing up Laredo, one must realize 
that while this city has a population of 
35,000, the 85 per cent Mexican popu- 
lation cuts the buying power down to 
a possible 5000. D. D. Hachar, pro- 
prietor of El Sol del Oriente shoe store, 
remarked that it costs money to oper- 
ate a shoe store and that one must meet 
conditions by giving the people the kind 
of shoes they want at a price within 
reason. Now I believe he was talking 
directly to me, but as there were four 
traveling men in the store at the time 
“helping” Nate Cohen sell some shoes 
he might have been indirectly shooting 
over my head at these salesmen. 

This is one store that is keeping to 
named lines in the better grades. This 
year a line of $10 shoes is being re- 
established after several years’ absence. 
The proprietor has a simple philosophy 
of life. He does not want to make a 
lot of money in the shoe business, even 
though he is comparatively young. On 
the other hand, he doesn’t want to lose 
any. So he is watching things pretty 
closely. 

Laredo was formerly an outlet for 
a tremendous number of out-of-date 
shoes. In talking with Nicholas Hach- 
ar, proprietor of El Nuevo Mondo de- 
partment store, I find there is no sale 
now for out-of-date shoes unless they 
are practically given away. Any price 
over a dollar calls for style and plenty 
of it. This store sells any number of 
cheap shoes, mostly at $1.95, and finds 
that style is the determining factor in 
making a sale. 

In the I. Alexander clothing store, 
Henry Dion told how they had carried 
men’s shoes here for 40 years and dur- 
ing that time had seen a great many 
changes in styles and price buying. The 
store still does a big business on Clapp 
and Walk-Over shoes to Mexicans, even 
though the Clapp shoes cost the Mexi- 
cans about 40 pesos plus a duty of 
8 more. Last year 80 per cent of the 
shoe business was plain black shoes. 
This year Mr. Dion is recording a re- 
markable increase because the black 
business has dropped 50 per cent and 
the white and sport shoe business has 
picked up much more than that amount. 
There is a widespread interest in ven- 
tilated shoes this Spring, against com- 
paratively few pairs sold last year. 

The foregoing was verified to a large 
extent by Jesus Canavati of the Cana- 
vati Dry Goods Co., which, in reality, 
is a men’s clothing store. Only well- 
known makes are carried here which re- 
tail from $3.95 to $6.50. In speaking 
of the increased sport shoe business, 
Mr. Canavati pointed out that only 300 
pairs were sold Jast year. These rep- 
resented, of course, only a small por- 


Down on the Rio Grande 


[CONTINUED FROM PAGE 42] 
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tion of their men’s business. Against 
that, the store has sold 400 pairs in 
January, February and March of this 
year, with the season hardly opened. 
Last year very few young men bought 
sport shoes, for the simple reason that 
they did not have the money. Right 
now, with more work and more jobs, 
the young men are buying sport shoes, 
while the more conservative men are 
buying ventilated types. 

We made a week-end trip to Monter- 
rey, N. L. One young fellow who has 
the best shoe store in Monterrey, J. M. 
Gonzalez, Jr., formerly worked in the 
Johnson, Stevens & Schinkle factory. 
It was from him that I learned that 
retail shoe conditions in Mexico are 
much the same as in this country. Mon- 
terrey has about 50 retail shoe stores, 
with about as many more places sell- 
ing shoes. Then with the high dutics 
on shoes, about the only ones for sale 
are Mexican-made. Up to the present 
time very few factories carry more than 
one width in lasts, so in order to get 
some different widths retail stores -will 
buy similar shoes from different manu- 
facturers. One American tanner of kid 
leather apparently has quite a monop- 
oly, from what I heard, as his leather 
was the only one mentioned. Making 
one’s way around is fairly simple, as 
the majority of the people speak En- 
glish, a much better, easier flow of 
English than is encountered on the 
sidewalks of New York. 





Collegiate Styles 


Los ANGELES, CALIF.—Three striking 
collegiate numbers are getting the eyes 
of the girls of university and high 
school ages at Bullock’s down-town 
store. Two tongues are given with 
each pair, one matching the shoes and 
the other in a contrasting tone. The 
most outstanding of three numbers is 
a soft white calf with alligator mark- 
ings. These markings cover the en- 
tire shoe and the tongue that comes 
attached. The second tongue can be 
had in navy, chamois, or in brown, the 
thought being to have it match the 
costume. 

The other two numbers are in mesh, 
very coarse, backed by a firm special 
fabric that gives both strength and 
beauty. One is a pump and the other 
an oxford in white with navy, black, 
or brown trim, the trim including tip, 
fox, and upper edging, matching also 
the inner fabric which like an inlay 
shows through the mesh. All three 
numbers have straight heels and all 
have short vamps. 





Air Conditioning for Florsheim 


Newark, N. J.—Twenty-five Flor- 
sheim shoe stores in the country will 
be air conditioned, according to the 
Carrier Engineering Corporation of 
this city which has been awarded the 
contract. 
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LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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National Shoe 


FOUNDED 1912 








"An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in its Entirety" 





Can Styles Be Predicted ? 


HEN the men’s, women’s and 

juvenile style committees of the 
National Shoe Retailers’ Association 
met at the Waldorf-Astoria Hotel in 
New York City on Monday and Tues- 
day (April 29 and 30) they were 
confronted with a problem both simple 
and complex. 

Complexity arose when they tried 
to select from the vast array of 
leathers, the entire span of colors, 
the complete range of design, the ex- 
tended scale of lasts, patterns, heels 
and toes, those keynotes in shoe style 
character that will prevail in the Fall 
and Winter of 1935-6. 

Yet the problem is simple, for the 
variance of style from one season to 
another is gradual and seldom other 
than slight. 

But to determine the simple, gradual 
change—the evolution—from one style, 
one color, to another style and color 
requires an intense examination of 
many variations. 

Simplicity and multiplicity, therefore, 
are former companions when style fore- 
casters meet. 

The question arises: Can style be pre- 
dicted? 

Yes, it can be predicted for all prac- 
tical business use . . . from one season 
to another. The predetermination of 
styles for the coming season within 90 
per cent is by no means an impossible 
task to a man with business knowledge 
and style knowledge and in training of 
experience. But the odds grow in pro- 
portion with the element of time . . . to 
predict the style more than a season 
ahead is much like betting on the 
horses. Workable predictions can be 
made by the experienced shoemen in 
the styles conference because they have 
learned through experience the advance 
indications of the style trend. A trend 

can be sensed a season ahead. When 
a few hundred shoe men of experience 
gather at one fashion clinic those ideas 
in general accord can be expected to 
indicate the general trend in styles. 

Because the style conferences are not 
participated in solely by retailers—the 





meeting being open to tanners, manu- 
facturers, last makers, pattern makers, 
color experts—we can expect that the 
opinions ventured by the committeemen 
will be received with enthusiasm and 
recognition by all the forces of produc- 
tion and distribution. Manufacturers 
are not apt to attempt an untried, un- 
heralded, unknown path of shoe style 
development in defiance of group opin- 
ion and forecast. The safer procedure 
is for all factors on the economic scale 
of producing, distributing and consum- 
ing to keep in harmonious relation with 
one another. Experimentation in style 
usually brings disaster to the retailer. 
And a radical departure from the usual 
run brings calamity to a style, no mat- 
ter how widely the manufacturer has 
been able to distribute that style.. The 
public is always the judge of styles. 
But the retailer and the manufacturer 
are the lawyers that build up, develop, 
dramatize the case of style. Coordi- 
nated style predictions, that are in no 
sense radical to the times are always 
recognized and accepted. 

The maestro of style behavior, Paul 
Nystrom, contributes to this theme in 
“The Economics of Fashion” when he 
says: “Prompt production and sale of 
goods after the trends have been estab- 
lished will take care of the fashion re- 
quirements of the great masses of peo- 
ple. It seems essential that all busi- 
nesses in the fashion field aiming at 
mass production and mass selling 
should recognize this and equip them- 
selves in plant and organization to fit 
this condition.” 

It is up to the individual retailer to 
keep his eyes open for new develop- 
ments. It is up to him to test them 
with the gauge of experience—he knows 
better than anyone else what his cus- 
tomers will buy. He knows what they 
have liked in the past and can deter- 
mine pretty closely what they like in 
the future. 

Style prediction is not a miracle, it is 
not a vague science; it depends on the 
talents of experience and not on genius. 





Style 
Consciousness 


MING all the way from New 

Orleans, Ralph P. Levey, prominent 
retailer, made some pertinent remarks 
concerning shoe style consciousness 
and the value of the styles confer- 
ence: 

“As Style Consciousness becomes more 
and more apparent, the Sale of Men’s 
Shoes will be on the upward grade. To 
meet the situation more intelligently, it 
is necessary that Retailers give the proper 
thought to types of shoes, their adapt- 
ability, and various factors that either help 
or break down sales. The prompt ac- 
ceptance of style changes is_ largely 
brought about by the concerted action of 
most retailers at the same time, and on 
a given thought. 

“In order to facilitate the general pro- 
cedure, it is necessary that the Retailers 
get into general open discussion on the 
subject. During these informal meetings, 
some unusual angles on Style are brought 
out. The recommendations made and ac- 
cepted, at the time are of tremendous 
help. 

“Retailers can gather an unusual amount 
of selling data by attending these Con- 
ferences. They can check their own mer- 
chandising style promotions, as they have 
them in mind, against those which are 
actually adopted by an unanimity of 
opinion, thereby taking all the ‘guess’ 
out of buying. 

“It is an opportunity—in reality, it is a 
mark-down insurance that all Retailers 
can so easily eliminate.” 





Style Forecast 
Ready 


The fashion reports made at 
the N.S.R.A. Style Conference by 
the Men’s, Women’s, and Chil- 
dren’s Style Committees have 
been completed and are ready for 
distribution. These reports are 
great aid in the elimination of 
buying risks and represent the 
forecast opinion of the leading re- 
tailers, manufacturers, tanners. 
last makers, stylists and designers. 

Upon request they will be sent 
—without charge of course—to 
all members of the National Shoe 
Retailers Association. 
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Service Center—3022 Empire State Building, New York—John J. Holden, Manager 








Retail Outlook 


HERE is no need “to view with 

alarm” the hesitancy in consumer- 
buying activity. There is a strong un- 
dercurrent of business that persists and 
prevails in spite of the attacks of the 
elements. Sandstorms, persistent rain, 
and cloudy skies—the late Spring—are 
holding down enthusiastic retail ac- 
tivity, yet underneath the uncertainty 
of trade flows a strong feeling of 
promise. 

The trend of retail business is defi- 
nitely, surely, upward. A prominent 
automobile manufacturer says that his 
factory is planning for a 36 per cent 
increase in 1936—while 1935 produc- 
tion is 48 per cent ahead of last year. 
It is obvious that substantial economic 
recovery is almost at hand. Due to the 
upward retail trend and the demand 
for automobiles, economic recovery 
would already be at hand, if uncer- 
tainties outside the field of business 
were eliminated. 

Retailing in itself is functioning ef- 
ficiently, but factors in the realm of 
finance, legislation and in nature lend 
temerity to buying confidence. The 
creation of confidence is the king-pin 
to recovery, even though this king-pin 
is supported by solutions to the many 
social, and political problems. 

As Neville Chamberlain, English 
Chancellor of the Exchequer, said in 
announcing the budget figures to the 
House of Commons: “Confidence is the 
mother of enterprise, and when it op- 
erates on many individuals it is far and 
away the most effective way of pro- 
moting general and rapid expansion of 
economic activity.” 


* *& 


“It is time to stop worrying about the 
Government and to worry about business 
instead.”—M organ Grossman, Shoe Manu- 
facturers’ Board of Trade. 











Flat Feet and Normal: 
Normal Feet and Flat Feet 


A prominent English orthopedic sur- 
geon—A. S. Blundell Bankart, says: 
“It is evident that a flat foot is not in 
itself a deformity, nor a malady, nor 
any disability whatever, for it is the 
natural attitude of the foot in relaxa- 
tion. 

“People do not suffer from flat-foot, 
but from an inability to flatten their 
feet . . . the so-called normal arch of 
the foot really is . . . a contractive de- 
formity almost universally acquired by 
civilized people as the result of cramp- 
ing their feet in boots and shoes.” 


* = © 


“Business must draw renewed strength 
today from the same sturdy roots which 
first nurtured its growth—the roots of 
courage, initiative, self-reliance, and stead- 
fast determination to deserve success!” 





No More Commissions! 


The I. Miller Shoe stores have re- 
cently abolished the commission: basis 
for paying salesmen. Instead, they pay 
a regular salary, based on previous 
selling averages. 

They claim as a result of this plan 
that: 

1. Returns are down to 10 per cent. 

2. Hosiery sales have increased to a ratio 
150 per cent with shoe sales. 

3. Bag business is now up to 20 per cent 
of the shoe business. (In number of 
pairs, not in number of dollars, of 
course. ) 

4. The number of customers buying more 
than one pair of shoes has considerably 
increased—to a 15 per cent “doubles” 
business. 

5. Casual customers are becoming regular 
customers. 

* * # 

“A company that is permanently suc- 
cessful makes its living out of what it 
saves the public.” 





Effect of Sales Tax on Income 


There has been wide-spread adoption of the sales tax . 
It has been a difficult tax to collect. 


considerable. 


. and the effect has been 
It has been a burdensome tax to 


the consumer in the lower wage bracket. The average retailer believes that it has 


hindered and hampered retail activity and economic recovery. 


It affects industry at 


its most critical spot—at the point of sale. It is upon this consumer-retailer transaction 


that the entire economic world depends. 


the lower wage group the effect is tremendous. 


of the burden of the sales tax. 


INCOME 

$1,000 and under ...... 
$1,000 under $2,000 
$2,000 under $3,000 
$3,000 under $5,000 
$5,000 under $10,000 
$10,000 under $25,000 
$25,000 under $50,000 ..... 
$50,000 under $100,000 .............. 
$100,000 under $150,000 


$150,000 under $300,000 Pty. ee . 


$300,000 under $500,000 ............. 
$500,000 under $1,000,000 ........... 


$1,000,000 and over eae = 


Because the bulk of the consumers are in 


This chart will show the resting place 


Amount taken Amount taken 


under a 2% under a 3% 
tax tax 
$12.18 $18.27 
11.72 17.58 
9.88 14.82 
Wiyerer 8.58 12.87 
7.86 11.79 
6.34 9.51 
4.44 6.66 
3.68 5.52 
3.10 4.65 
2.42 3.63 
Fa rons 84 1.26 
50 75 
daa ati oa .20 30 


Table Showing the Approximate Amount per $1,000 of Income Which a General 
Sales Tax Takes from Different Income Groups 





The matters discussed on these pages are solely the expression of the National Shoe Retailers Association 
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CLAWIFIED ano WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 




















SALESMEN WANTED 





SALESMEN WANTED 


HELP WANTED 











Wanted — Experienced salesman for 
Texas and southeastern territory on 
Pied Piper and Red School House 
Shoes. Give full details in first letter 
to receive consideration. Mention 
age, present and previous connections, 
annual volume of sales, territory cov- 
ered, 


PIED PIPER SHOE COMPANY 


Wausau, Wisconsin 


XPERIENCED salesman for house slippers 
and beach sandals. Medium priced line. To 
sell on volume business. Chain store and Job- 
ber trade. Excellent opportunity for right sales- 
man. Full line of everything, soft and hard 
soles. Write details at once. Address E-231, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





SALESMEN wanted to carry orthopedic house 
footwear as a side line on a commission 
basis. Must have a thorough knowledge of the 
orthopedic field. In replying give age, experi- 
ence, reference and capabilities. Address E-241, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 











Salesman wanted to carry as a side line, on 
commission basis, our KLEEN WHITE — a 
cleaner for white kid, canvas and nubuck 
shoes and accessories. Product is packaged at- 
tractively in four ounce bottle and box. Sold 
by the dozen or gross. West, middle west, 
south, Pennsylvania and New York territories 
open. Sample on request. 


MILFORD STAIN & BLACKING COMPANY 
346 Congress Street, Boston, Mass. 











SALESMAN WANTED by a large nationally 
known and well established manufacturer and 
distributor of Ladies In-Stock Novelty shoes 
retailing at $1.50 to $4. 00. In Mississippi to 
sell line exclusively, and in Arizona, New Mex- 
ico and Colorado, also, in Washington and 
Oregon, as side line. Applicants must have 
road selling experience and be interested in a 
permanent and profitable connection. When ap 

plying, state experience and age. All re i 
strictly confidential. Address E-233, care Boot 
¢ see BS _ 239 West 39th Street, New 

or 


C CAST territory open with established ac- 
counts. High-grade women’s boudoir slip- 
pers, hostess sandals, day-time and evening 
shoes. State age, experience, accounts sold, 
references, direct or side line. Stone Shoe Co., 
Inc., 71 Fifth Avenue, New York. 


SALESMAN calling on well rated department, 
shoe and general stores for manufacturer’s 
line of padded and semi-hard sole beach sandals 
and slippers. Commission basis. State what 
territory covered and what line now carried. 
Address E-234, care Boot & Shoe — 
239 West 39th Street, New York, N. 











ALESMEN WANTED: Commission _ basis 
line of children shoes—McKays, Stitch- 
downs, and Prewelts. $1.00 to $1.95 retailers 
in stock. State age, experience and reference. 
Address E-234, care Boot & Shoe Recorder, 
1627 Locust St., St. Louis, Mo. 











ANTED: Experienced salesmen by estab- 

lished manufacturer of Children’s stitchdown 
line-medium price range. Must be high-grade 
men who can finance themselves. Can furnish 
splendid leads for following territories: Louisi- 
ana, Missouri, Georgia, Florida, Alabama, 
Arkansas, Tennessee, Indiana, Kentucky, Ohio, 
Texas, Mississippi, Illinois, Kansas, Virginia, 
W. Virginia, -, “ of Chicago. Address 
FE-243, care Boot & oe aguew. 239 West 
39th Street, New Fork. N. 





ALESMEN for Brooklyn, Long Island, West- 

chester, Connecticut, Pennsylvania and West- 
ern New Jersey. Popular line infants, chil- 
dren’s, misses, growing girls’ shoes. Main or 
side line. Commission basis. Reference. Ad- 
dress E-244, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





Warr: SALESMEN — COMMISSION 

SELL ESTABLISHED WEST- 
ERN AT ANUFACTURER’ S LINE INFANTS’ 
AND CHILDREN’S SHOES. GOOD OP- 
PORTUNITY FOR RIGHT SALESMEN. 
GIVE TERRITORY, EXPERIENCE, REFER- 
ENCE AND OTHER LINES’ CARRIED. 
Address E-245, care Boot & poe — 239 
West 39th Street, New York, 





ALESMEN: Carry a_ complete line of in 
stock Work Shoes, Slippers and Comfort 
Shoes in following states: New York, Conn., 
Penna., Michigan, Indiana, Ohio, and other 
territories. Address E-246, care Boot & Shoe 
oo 239 West 39th Street, New York, 
i, ee : 





ALESMAN wanted by house located in New 

Jersey. Specializing in infants’, children’s, 
misses, boys’ shoes and house slippers. Very 
complete, up-to-date line, stocking all grades and 
catering to all types of stores. Straight com- 
mission basis. Can be carried with non-con- 
flicting line. In applying, give all necessary 
information. Address E-247, care Boot & Shoe 
perenter, 239 West 39th Street, New York, 
ee 








ASSISTANT buyer women’s novelty footwear 
for popular priced chain stores office in New 
York City. Address E-237, care Boot & Shoe 
ee, 239 West 39th "Street, New York, 








“LINE WANTED 


WANTED: Hot in-stock line women’s novel 
ties $2 to $5 retailers; Virginia territory: 
by young man with fifteen years’ retail shoe 
experience. Now and for past five years suc 
cessful department manager but wants goo 
line on road. Address E-250, care Boot & Shoe 
1 ao 239 West 39th Street, New York, 








SALESMAN — Following among chain sho: 
stores, shoe and leather findings jobbers in 
New York City and out-of-town. Sold men’s 
spats and shoe polishes. Seeks reliable connec 
tions. Address E-251, care Boot & Sho« 
gerentes. 239 West 39th Street, New York 





WANTED: Connection with shoe manufacture: 
or jobber of women’s fast novelties to retail 
from six dollars down, for Texas territory 
Have big following, eight years with same house 
Travel in car. Best references furnished. Ad 
dress Shoe Man, Box 451, Dallas, Tex. 





F_XPERIENCED shoe salesman, permanent 
resident Los Angeles, open for side line 
men’s medium priced dress Oxfords or low 
priced work line or boys’ low priced Oxfords. 
Might consider giving full time for main line if 
some established trade. Thorough knowledge 
Coast trade and references can be given. Ad 
dress E-252, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








FOR RENT 


FOR RENT—SHOE DEPARTMENT—BAR 
GAIN BASEMENT—PROMINENT MAIN 
STREET Fane mgs REC 
MEDIATE OCCUPANCY — MARSHALL'S. 
997, MAIN STREET, HARTFORD, CON 
NECTICUT. 











TO LEASE 








SHOE department for lease in live Iowa col 
lege town. New modern store, fine oppor 
tunity for novelty shoes. Address E-248, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. 
When a box number is desired twelve words should be added for the address. 


Minimum charge $1.25. 


In all other cases each word of the 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
{= Advertisements for this page must be in our New York office on Friday of the week preceding publication. Sey 
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POSITION WANTED 


MERCHANTS’ NEEDS 





_—_ 


ETAIL SHOE SALESMAN desires position 
R in shoe or department store. Age 35, 15 
years’ successful experience, expert shoe fitter, 
pleasing personality, excellent character, A-1 
references. Will start at small rg Re go 
anywhere. Maurice M. Finker, 600 W. 164th 
Street, New York, ¥. 
EXPERT shoe fitter and salesman desires 
connection in men’s department. Formerly 
with Volk Bros. Co., Dallas, Texas, in men’s 
department for 9 years. Graduate shoe fitter 
from E. T. Wright & Co. Arch-Preserver 
School. A-1 references as to business ability 
and honesty. John J. Skally, 803 Church St., 
Mobile, Ala. , 
ALESMAN—MANAGER. Experienced shoe- 
man of proven sales ability, desires connec- 
tion with reputable retailer. Good references. 
Address E-249, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 














SALES LETTERS 





CAN write letters that will help you sell 

more shoes. Hold the customers you have, 
find new ones, and win back the lost. C. A. 
Beeman, 621 Clifton Ave., Newark, N. J. 








BUSINESS OPPORTUNITY _ 


SHOE Style Service, Unique displaying all the 
popular style trends, keeps you constantly in- 
formed, costing only $1.95 weekly. Particulars 
by request. Address E-211, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
N. Y. 








Money in Foot Correction— 
BE A TECHNOPEDIST 


Our graduates are building successful practices in 

this new and dignifled profession. Home study 

Course, including working models and equipment, 

furnished at low cost, Easy terms. Write. 

THE TECHNOPEDIC INSTITUTE 
Suite 914—Wiss Bid 


Idg. 
671 BROAD ST., NEWARK, N. J. 














Warm Weather Boon 
to Shoe Retailers 


BALTIMORE, Mp. — Ideal seasonal 
weather which prevailed here the last 
few days preceding Easter proved a 
boon to retailers of footwear. For the 
first two and a half weeks of April, 
the weather was very unfavorable to 
Easter shoe business, what with rain, 
cold, and dampness. 

The warm sunshine brought out wo- 
men and children by the thousands. 
The downtown business district was 
thronged with shoppers and all con- 
servative estimates place the Easter 
shopping crowds at a record figure for 
recent years. The shoe shops and shoe 
departments of department stores and 
specialty shops were thronged. Most 
of the stores found it necessary to em- 
ploy extra sales persons to adequately 
take care of the footwear needs of 
Easter-minded Baltimoreans. Accord- 
ing to all reports, late Easter shoe 
business of this year was the best in 
recent years. 

Blues, grays and browns were in 
especial favor as these shades were 
bought to match the new Easter fine- 
ry. A number of the other season’s 
shade favorites also found favor with 
Easter shoe buyers. The  season’s 
popular leathers and styles ran true 
to predictions. 








$41.00 


@Ross 
$2.25 


HALF GROSS 


Pouy Cup 
for Price Tickets 


Tiits at Any Angle 


M. D. Pollinger Co. 
HOLLAND BLDG. 
8ST. Louis mo. 








What the Shoe Ads Are Saying 


[CONTINUED FROM PAGE 62] 


“Science and your shoes — ‘indeed,’ 
you say. ‘What does science have to do 
with shoes?’ The answer is—very lit- 
tle, ordinarily. But a very great deal 
in Dr. Hiss’ Classified Shoes. Because 
they are scientifically built according 
to definitely ascertained types, classi- 
fied on the basis of observation and 
treatment of over 20,000 human feet. 
The scientific device you see in the 
photograph, invented by Dr. Hiss and 
known as the ‘Classifootometer,’ is the 
link between your feet and these shoes, 
It makes it possible to prescribe with 
exactness the shoe that not only is 
stylish, but provides the correct sup- 
port and comfort for your foot. Prices, 
$10 and $11.—DR. HISS FOOT 
CLINIC, Los Angeles. 

“Easter footnotes by a quintette of 
America’s most famed shoe creators— 
Palter-De Liso, Andrew Geller, C. & 
A. Lo Presti, Parante, Garafola— 
Shoes that combine rare beauty with 
exquisite craftsmanship. Types for 
every costume and occasion, lasts rang- 
ing from streamlined narrows to the 
new short-vamped foot - shorteners. 
Complete range of 1935 fabrics and 
leathers, new colors, starring white. 
All sizes—THE MAY COMPANY, 
Los Angeles. 

“Florsheim introduces ‘Esquire. A 
French toes goes ‘Custom’ in the Con- 
tinental manner—for years Florsheim 
has been famous for fine French toe 
shoes. Millions of men have liked their 
speedy, streamlined style, their smooth 
silk stitching, their snap and air of 
smartness. For years’ well-dressed 
men in London, Paris, and New York, 
have worn custom shoes that are the 
Continental counterpart of Florsheim 
square toes. This Easter, Florsheim 
combines the authentic style of Con- 
tinental custom shoes with the stream- 
lined speed of your favorite French toe 
model, and presents the Esquire—a 
new shoe for the man who knows 
what’s right and wears it.”—FLORS- 
HEIM SHOE STORES, LTD., Los 
Angeles. 

“Be sure your new Easter shoes are 
Leed’s, hand-picked creations, tailored 
in the inimitable Qual-i-Craft manner. 
Everything new for the Easter style 
parade. Whites in  kidskin, buck, 
swirl or linen. Whites smartly accepted 
with brown, blue or black.”—-LEED’S, 
Los Angeles. 





PUBLISHER’S STATEMENT OF 
CIRCULATION 








This is to certify that the average 
circulation per issue of BooT AND SHOE 
RECORDER for the six months’ period 
July 1st to and including Dec. 31st, 
1934, was as follows: ; 


Copies sold 14,020 
Copies distributed free 1,554 


(Signed) WiLL1AM M. LEBRECHT, 
Business Manager. 


Subscribed to and sworn before me 
on this 12th day of March, 1935. 


Wm. A. MAAs, 


(Notary’s Seal) 
Notary Public Queens Co. No. 3210, Reg. 
No. 3450. Cert. filed in N. Y. Co. No. 
1040. Reg. No. 6-M-662. 
expires March 30, 1936. 


Commission 














WANTED TO PURCHASE 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 














@ SPOT CASH \ 
FOR SURPLUS OR ENTIRE 
BRANDED SHOE STOCKS 


I. COHEN & SONS 


195 Lincoln St., Boston, Mass. 
Phone Liberty 2590 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Ete. 

IRVIN BUBIN 

“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 








CASH PAID 
FOR ENTIRE OR PART STOCKS 
Shoes, Dry Goods or Clothing 
No Quantity Too Large or Too Small 


MAX KALTER & CO., INC. 
Phone Canal 6-4371 
591 BROADWAY NEW YORK CITY 








CASH FOR BRANDED SHOES 


RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostonian, etc. 


BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 


Telephone: WORTH 2-5180, 518! 
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To 
Our Advertisers 
In This Issue 





NEXT WEEK Ruth Harrington will analyze 

the results of the Women's Style Con- 
ference for RECORDER readers, pointing out 
the significant developments in Fashions for 
Fall, as discussed at the Waldorf-Astoria 
meeting. The official report of the conference 
is published in this week's issue; next week we 
plan to interpret what it means in terms of 
retail practice for the busy shoe store man- 
ager and buyer. 

An interesting and timely article on men's 
golf shoes is another scheduled issue for the 
next RECORDER. There have been a number 
of important developments in golf shoes this 
season that every men's shoe man will want to 
know about. 

Sandals promise to play an important part 
in this season's shoe selling, and next week 
we tell in an interesting story the possibilities 
of profit in Summer sandal promotion. The 
relief shoe problem, which is of vital interest 
at the moment in several cities, will be dis- 
cussed in another article. These are just a few 
of the highlights scheduled for next week. 





New Shoe Department Created 


RAYMOND, WASH.— A new and en- 
larged shoe department has been cre- 
ated in the remodeling of The Toggery 
of this city. Moved from the rear of 
the store, the fine shoe department is 
now on the East side, where more at- 
tention is called to the large stock of 
footwear displayed. 


Osteo-path-ik Fast Seller 


PORTLAND, OrRE.—A best seller in jig 
time—that’s the. record of the new 
“Osteo-path-ik” line of shoes stocked 
in Meier & Frank Co., this city. Mer- 
chandise Manager Edward Weinstein, 
of the men’s shoe department, has 
noted the fast movement of the flexible 
nailless men’s shoes, just taken on, 
which have proved popular. 


Easter Lilies Given to Customers 


PORTLAND, OrE.—Easter Lilies with 
Easter Shoes—this was the original 
manner of saying it with flowers this 
week-end in the shoe department of 
the Miller Clothing Co., corner 3rd and 
Alder Streets. It was the 49th annual 
Easter Festival and merchandising 
event, when Easter lilies in bud and 
full bloom were given to customers of 
this popular shoe and clothing store. 


BOOTS AND SHOES 


CAMBRIDGE RUBBER CO., Cambridge, Mass.................60 00 ccc cece cee eee 
CHIPPEWA SHOE MFG. CO., Chippewa Falls, Wis 
CLAPP, EDWIN & SONS, INC., E. Weymouth, Mass 
EVANS' SON, L. B., CO., Wakefield, Mass 
EXCELSIOR SHOES, INC., Portsmouth, O 
FLORSHEIM SHOE CO., Chicago, Ill 

GILBERT SHOE CO., Thiensville, Wis 

GREEN SHOE MFG. CO., Boston, Mass 
HANNAHSONS SHOE CO., Haverhill, Mass 
JUSTIN, H. J., & SONS, INC., Fort Worth, Tex 
MINOR, P. W., & SON, INC., Batavia, N. Y. 

MORRIS SHOE CO., New York City 

MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass 
NAHM BRO. SHOE MFG. CO., Philadelphia, Pa 
OWENS SHOE CO., Salem, Mass 

SMITH, J. P., SHOE CO., Chicago, Ill 
THOMPSON BROS., SHOE CO., Brockton, Mass 
UNITED STATES RUBBER CO., New York City 
VAUGHAN-TOWLE CO., Wakefield, Mass 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., Quaker City Div., Philadelphia, Pa 
COLONIAL TANNING CO., Boston, Mass 

ea eey eens Oe , Cameens Ni... 5 5. ec ccc eee ctaceccecsccvascees 48, 49 
GALLUN, A. F., & SONS CORP., Milwaukee, Wis 
GOODYEAR TIRE & RUBBER CO., Akron, O 
HUBSCHMAN, E., & SONS, Philadelphia, Pa 
KISTLER LEATHER COMPANY, Boston, Mass 

LIMA CORD SOLE & HEEL CO., Lima, O 

SURPASS LEATHER CO., Philadelphia, Pa 

YOUNG, RICHARD, CO., New York City 
ZIEGEL-EISMAN, Boston, Mass 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


BOSTON BLACKING & CHEMICAL CO., Cambridge, Mass 
COMPO SHOE MACHINERY CORP., Boston and New York 
JANVIER, WALTER, INC., New York City 

JENKINS, GEORGE O., COMPANY, Bridgewater, Mass 
LITTLEWAY PROCESS CO., Boston, Mass 

SPAULDING FIBRE CO., No. Rochester, N. H 

UNITED SHOE MACHINERY CORP., Boston, Mass 


SHOE ACCESSORIES 


PAUL, RICHARD, INC., Los Angeles, Cal 
POLLINGER, M. D., CO., St. Louis, Mo 
SIMPLEX SHOE TREE CO., Chicago, Ill 


STORE EQUIPMENT 


GRAND RAPIDS STORE EQUIPMENT CO., Grand Rapids, Mich 
PITTSBURGH PLATE GLASS CO., Pittsburgh, Pa 
SHOE FORM CO., Auburn, N. Y 


MISCELLANEOUS 


AMERICAN WEEKLY, New York City 

BARIS SHOE COMPANY, New York City... .. GD cae RUN nec IGOR ied «+ > - 
COHEN & SONS, Boston, Mass : 

HOTEL HARRISON, Chicago, Ill 

HOTEL SHERMAN, Chicago, Ill 

IRVIN RUBIN, New York City 
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VODE BROWNS 


Because they'll wear brown fur capes, or 
little woolen suits of bright colors, or 


Volume Browns mixtures, they'll want brown shoes of all Volume Browns 
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In descriptions ... . in 


Glazed Kid Vode Doeskin 


INDIES High Style Brown INDIES 
No. 32 je No. 923 


Vode Doeskin 
MARRONA GINGER MARRONA 
No. 94 No. 925 


No. 927 


\é 


SIANDARD Kit DIVISION 


ALLIED KID COMPANY 
Massachusetts 


wwe mn Vr o 
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209 South Street, Boston, 
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Miss Young is one of the stenos in a large 
insurance office. Makes a fair salary for a 
girl of twenty, just a few years out of high 
school. 


But she has to skimp and scrape to buy her- 
self a meagre wardrobe of clothes. Papa 
Young’s firm liquidated in ’33 and an office 
man of 50 does not find a new job easily. 
Joan’s younger sister and brother are going 
to help ease the strain on the family income 
when, and if, they get jobs after school vaca- 
tion. 


Meanwhile, out of her $22 salary, Joan keeps 
$6 a week for her personal needs. 


It took the budgeted savings from January 
to Palm Sunday to enable Joan’s purchase of 
an Easter outfit. 


Right now, she’s putting $2.50 aside each 
week to buy summer clothes. About June 
10th, when she has her dresses bought, 
shoes will have to be saved up for. 


Joan’s been fairly lucky on white shoes. 
Stores have been holding summer sales in 
June and she manages to find some style in 
white kid she likes at a reduced price. 


Sometimes, though, she has to shop at nearly 
a dozen stores before she can get her size in 
white kid shoes, late in June. 





who typifies over 6,500,000 girls employed 
in offices and shops at $22 and less weekly 


@ The class market will have bought white 
kid shoes by June 10th— 


The mass market will still be buying 


white kid shoes August 10th! 


All the Joan Youngs in America depend on 
crisply new summer dresses and new 
white kid shoes to make their vacations a 
romantic adventure. White kid shoe stocks 
are essential throughout the summer 


months ! 


G. LEVOR & CO., INC. 


Tanners over 59 Years 
GLOVERSVILLE NEW YORK 


“PHS WHITEST WHITES” 
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Such perfect coordination as this 
exemplifies the Planned Action which 
is the basis of our National defense. 
The Army and Navy would be in- 
effective if they were not directed by 
experienced officers, trained thor- 
oughly in cooperation. You can have 


this same kind of Planned Action in 


your retail shoe store under the 


Brown Plan—and it will help you to 
march on towards your goal of 


bigger profits. 


When writing advertisers please mention Boot and Shoe Recorder 
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helped me to march 
ahead of my competitors 


Writes R. L. Hornbrook . who 
operates the successful Buster 
Brown Shoe Store at Eureka, 
California. 


M.. Hornbrook tells us that he has found 
the Brown Plan a powerful ally in building 
his profitable shoe business. Here are a few 


significant quotations from his letter: 


“Concentrating on the Brown line simplifies our Mr. R. L. Hornbrook 
7 eat 3 A of Eureka, California 
buying, eliminates duplication of styles, and keeps 
our stock in balance. 


“The audit and budget system set up by the field 
man is one of our greatest helps. It enables us to 
correct expenses that are out of line before they 
become serious, and it keeps our stocks at the 
lowest possible point without losing efficiency. ei 

“The many helps from your research department “Planned Action” 
give us a decided advantage over our competitors pelt i cap 
and keep us alert as to modern methods of re- 
tailing. 

“The time required for buying is comparatively 
little under the Brown Plan, so we have more time 
left for selling shoes.” 


You can march forward in your drive for 
bigger sales and higher profits if all your 
forces are carefully and efficiently organized. 
It’s essential to keep step with the latest 
methods in shoe retailing, and the one best 
way to do it is with the Brown Plan. “Planned Action” inside the store 


Drow Gaos Gouge -s7.Lours 


The Brown Plan brings experienced retailing special- 
ists to help apply proven methods to your store, at no 
cost to you. They can eliminate guess work to a large 
extent. It will place you among the most successful 
class of shoe retailers in America—the Brown Plan 
operators. Let the Brown Shoe representative explain 
what the Brown Plan can do for you. 





“When writing advertisers please mention Boot and Shoe Recorder 
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Many leading manufacturers are 





supplying their customers with smart 





new models of lightweight shoes 
made by this thoroughly practical 
method. 


Silhouwelts, for Spring and Summer 
wear, are made for men and women 
who insist upon quality, style 
and comfort. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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TWO NEW 
FAST SELLING ITEMS 


Already where the season has started merchants are 
reporting a very gratifying increase in the sale of 
Ball-Band Locker Sandals and Water Sandals. 


That is because these sandals have special and exclusive features that 
fully take care of a definite demand not met by any other footwear. 


These sandals are worn in public places, one pair quickly sells 
others, and it is surprising how sales grow. Then too, they attract 
the kind of customers you want—those who are careful about the 
appearance, the health and the comfort of their feet. 


This is NEW BUSINESS, EXTRA BUSINESS. Certainly you will 
want to investigate. We. suggest that if you are not now handling 
Ball-Band Locker Sandals that you order sample pairs, and get the 
facts about what others have done with these profitable items. Be- 
fore you realize it, the season will be upon you. Write or wire today. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 
280 Water Street, Mishawaka, Indiana 


The Mark of Better Footwear 


LOCKER SANDAL 


Affords protection against athlete’s foot and 
other possible foot infections because its 
thick, sponge rubber sole is sealed so it can- 
not take up water, dirt or germs. This sole 
does not slip on either wet or dry floors—a 
very important safety feature. It is all rubber 
—easy to sterilize and keep clean. Attrac- 
tive in appearance. A new comfort sensation. 
A fast seller. Lends itself to striking window 
display. Choice of tan, green and white. 
Sizes for men and women. This sandal offi- 
cially approved by the U. S. Olympic Com- 
mittee; worn by U.S. Olympic teams. 











WOMENS WATER SANDAL 


A style and utility item with great selling 
possibilities. New... smart ... distinctively 
individual... every woman who swims is a 
potential customer. The ONLY sandal that is 
equally good for wear on the beach, in swim- 
ming, in the locker room and shower. All rub- 
ber. Good selling points: cannot be kicked 
off in the water; floats; washes easily; sponge 
rubber sole protects against stones and hot 
sand; sealed to guard against infection; ad- 
justable snap fastener; displays beautifully. 





BALL BAND 
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4310 White Cabretta 3 Eyelet Tie. 
Sizes 3 to 9, 


4308 White Cabretta Oxford, 
Vamp and Quarter Cutouts. 
Sizes 3 to 9, A, 


4309 Same in Blue Kid with 
White Cabretta Tip and 
Quarter Trims $2.10 


3464 White Ghillie Tie, Vamp 
Perforations, Quarter Cut- 
outs. Sizes $ to 9 $1.45 


3462 Same with Blue Kid Eyelet 
Loops $1.45 


3463 Same with Brown Kid Kye- 
let Loops $1.45 


3467 White NuBuck Oxford. 
Vamp and Quarter Cutouts, 
i's Up Leather Heel. Sizes 91.48 


3630 White Oxford, Leather Heel, 
oor Top Lift. Sizes 2% 
$1.37'2 
































[Stylin WHITE 


To Retail from $2 0° to $400 
IN STOCK for Immediate Delivery 


The amazing variety and outstanding value of Endicott-Johnson 
Summer WHITES are the talk of the trade...and will be the talk of 
every town in which theyre shown. For Summer's many occa- 
sions there’s nothing smarter than these clever interpretations of 
the latest footwear.mode .. . nothing that will sell with greater 
success and profit. Display these distinctive WHITES in your 


windows ... priced to retail from $2 to $4, youll find them irre- 
sistible sales magnets that lead to increased business. IN STOCK 
for immediate delivery ... write, wire or phone. 


4537 White Swirl 3 Eyelet Tie 
with White Cabretta Trims. 
Sizes 3 to 9, AAA toC...... $2.60 


3613 White Center Buckle Sandal. 
Sines: B56 10 Sok ceccicccccees $1.37 


4548 White Wave 4 Eyelet Oxford, 
White Cabretta Trims. Sizes 
$1O 9, AGNES. eo cccsccncss 






The complete line will be 
j gladly shown to you by the 

R> Endicott - Johnson sales- 
man in your vicinity. 












ST. LOUIS, MO. 
NEW YORK CITY. 


ENDICOTT. N.Y 
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Your 


Customers 


when their 
Heels 


do? 


When writing advertisers please mention Boot and S. oe Recorvier 
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Reading time 52 seconds 


O THEY take it as a good joke when their rubber heels 
squash out, come loose, let the shoe get out of shape? 


No? ; 
Then give them Vogue Heels on your shoes, and get rid of 
such troubles. 


Vogue Heels cannot grin or squash out, they cannot come loose, 
they preserve the shape of the shoe since they eliminate wrench- 
ing. All because of the fundamental advantage which only 
Vogue can have—the beveled wood base. 


In heels with washers or a pliable core base, there is constant 
wrenching between each unrelated nail and the leather seat. This 
wrenching makes the heel squash out and finally come loose. 


With Vogue Heels every nail binds the solid wood base to the 
solid leather seat. All nails together, then, assure a rigid bond 
—a permanently tight heel seat, a firm tread, and a heel which 
can never come loose. The heel itself takes up the shock of walk- 
ing and does not pass it on to the shoe, and so the shoe keeps its 
shape, continues to look its best, and gives long-life satisfaction. 


Vogue Heels give the shoe buyer more comfort, longer life, better 
appearance—yet they cost no more. Specify Vogue on the next 
shoes you buy, and give your shoes new value and new talking 
points, and reduce all chance of complaints. The B. F. Goodrich 
Company, Heel and Sole Sales Division, Akron, Ohio. 


ME, 


When writing advertisers please mention Boot and Shoe Recorder 
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In Stock: THE Fantasy, W-185 


It isn’t enough, as we see our job, for us to make fine shoes—although 
that is the task to which we have dedicated ourselves for nearly half a 
century. In addition we must be of the utmost help to the retailers who 
buy from us. A concrete example of our acceptance of our broad respon- 
sibility to the trade is the Florsheim Stock Department. Each season you 
In Geos Dae Casanova; U1 will find assembled in our Stock Department a variety of styles and sizes 

so broad from the standpoint of types that the needs of any Florsheim 

dealer can be met. We believe we go farther in the direction of a complete 


Stock Department service than most shoe manufacturers. However, with 


Florsheim, this is only one of the many advantages of doing business with us. 


—————— TO RETAIL AT Ais MOST STYLES 
In Stock: Tue Louita, W-192 


FLORSHEIM 
SHOES 102 Wours 


In Stock: Tue Gienore, W-189 


THE FLORSHEIM SHOE COMPANY e Manufacturers ¢ CHICAGO 
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